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Abstract 
This thesis research examines success factors for transactional eCommerce Websites 
focusing on technical and business contexts. Transactional websites in particular have 
become essential for eCommerce development and use. The researcher has adapted 
the three-phase process model from Delone and McLean’s I/S (Information system) 
success model (development, use and consequence), and conducted a comprehensive 
investigation to identify and determine success for transactional eCommerce website 
success. 
 
The primary research question: 
 
1. What are the critical success factors for transactional e-Commerce websites? 
 
Sub Research Questions: 
2. What issues essentially relate and encourage transactional eCommerce website 
success? 
3. How do use and user satisfaction influence transactional eCommerce website 
success?  
4. How can success factors for transactional eCommerce websites be categorized? 
5. How can the success of transactional eCommerce websites be measured? 
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In order to answer the above research questions, a mixed research method of survey 
and interview modes was applied to the research project. This research study has set 
its goal to identify, verify and categorize success factors for transactional eCommerce 
success, and to explore and discuss issues related to transactional eCommerce success. 
The researcher has identified 10 potential success factors (Site popularity, profit, 
performance and usability, security, design, content, transaction process and volume, 
shopping process, technical support and system development) for eCommerce 
websites from the secondary data (literature review and online tools). An empirical 
study was conducted to decide whether these factors are success factors for 
transactional eCommerce website, interviewing 8 eCommerce professionals and 52 
end users. Primary data was collected from surveys and interviews to verify the 
hypotheses. Survey is a popular research technique generally with the quantitative 
approach recently. The sample size for the survey study was 52 in this thesis 
investigation. The researcher collected qualitative data by using interview as a 
technique, with 2 academic researchers in the field of eCommerce, 3 eCommerce 
website developers and 3 website owners.  
 
The findings and results indicate that the success factors which determine eCommerce 
development are usability and performance, security, technical support, web design, 
web content and system development process; also, site popularity and shopping 
process are factors related to the use of transaction eCommerce websites, while 
transaction process and volume and website profit are the factors of concern to 
business owners, and they belong to the eCommerce impact category. Furthermore, a 
theoretical model was proposed for further studies to examine the success of 
transactional eCommerce websites. The 10 success factors were categorized into three 
groups: transactional eCommerce development, use and consequences. The results 
also connect to three stakeholder groups of transactional eCommerce websites: 
developer, user and business owner.  
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1. Introduction 
This thesis study investigates the success factors of transactional eCommerce websites. 
From the research, the researcher will explore the success factors of e-Commerce 
websites with technical and business perspectives. Also, the researcher will identify 
the requirements (technical & business) for successful eCommerce websites and the 
drivers and barriers for successful eCommerce websites. Technological revolution 
influences successful eCommerce websites because network and development tools 
optimize eCommerce websites. User behavior also influences successful eCommerce 
websites. Using questionnaire design, the researcher will examine how business and 
technology alignment influences the success of eCommerce websites, and how 
elements such as accessibility, search engine and website design will impact on the 
success of eCommerce websites. This research will outline the technical and business 
requirements of successful eCommerce websites in order to achieve research 
objectives and research goals. This research also will outline motivations and barriers 
of successful eCommerce websites and explore technological network and 
development tool evolutions and their impacts to eCommerce websites. Behaviour 
and its impacts on eCommerce websites and the interrelationship between technology 
impact and business impact in the use eCommerce websites will be explored in this 
research. The study will identify critical success factors of eCommerce websites and 
carry out measurement of eCommerce website success. Finally it will construct a 
theoretical model for eCommerce website success.  
 
1.1 Background of the Proposed Study 
There are different types of e-Commerce websites that focus on different areas of 
business activities. The most general category of e-Commerce websites is company 
portals. The main idea of these websites is delivering company information to 
customers, prospective customers and business partners. A good example of a 
company portal is the New Zealand Telecom website (www.telecom.co.nz). From the 
website, users can ask for information about products, services, terms and conditions, 
and other information. On the other hand, according to Yu, Guo and Huang (2011) 
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transactional websites are now becoming popular. The main focus of these websites is 
delivering services to customers so that they can generate profit from user 
subscription or commissions. An example of a transactional website is the famous 
online auction site Trade-Me (www.trademe.co.nz). Unlike general company portals, 
it focuses on online auctions so that users can interact with each other. The Trade-Me 
website generates profits from listing and commissions (Carney, 2005). Because 
eCommerce websites are my research target, I set my research scope to investigate 
only transactional websites since this type of website better fits the descriptions of an 
eCommerce website.  
 
The traditional business model usually relies on human-to-human interaction for 
business activities. Human-to-human interactions include telephone calls and 
face-to-face conversations. This traditional business model provides a series of 
benefits (Botha, Bothma, & Geldenhuys, 2008; Laudon & Traver, 2001). These 
communication approaches usually maintain good understanding between customer 
and business, improve trust between customer and business, and also allow a 
relatively shorter time to resolve issues. However, these communication channels also 
have several disadvantages, including 1) high operating costs for customer services, 2) 
it is time consuming for customers to queue up and 3) it is inefficient for delivering a 
large amount of information (Molla, 2001). 
 
In order to overcome the above issues, Internet technology is vital. Jennex, Amoroso 
and Adelakun (2004) believe businesses are seeking various communication channels 
to perform business activities, and the Internet has become an excellent platform to 
automate certain business process online (Jennex, Amoroso, & Adelakun, 2004). The 
adoption of Internet architecture in business models has provided the following 
advantages: 1) automation of business processes to decrease the costs of manual 
operations, 2) reduction of human errors, 3) reduction or elimination of customer 
waiting time and 4) increased accuracy and volume of information delivery to 
customers (John, 2004). Jennex, Amoroso and Adelakun (2004) also state that with 
virtualization and digitalization of business processes, the Internet will become a 
major platform for the next generation business model. 
 
Electronic commerce is an innovative approach for performing business activities, 
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together with the involvement of Internet services and technology. The use of Internet 
and its impact on the business environment has significantly changed business 
performance as well as business models. For my Master study, I am interested in 
understanding the success of eCommerce websites. 
 
 
1.2 Research Interest and Motivation 
Due to the rapid development of the Internet, users can now obtain information in a 
more accurate, timely and convenient fashion. The dependency on Internet in our 
daily life is very evident, which means that the Internet has become an accepted 
communication channel. With the government local loop unbundling policy, the 
broadband market in New Zealand is becoming more competitive, and more people 
have subscribed to a broadband Internet service. This also means businesses in New 
Zealand can utilize the Internet to deliver company information or products and 
services to end users in a more cost effective way.  
 
According to John’s research, online users usually have the following advantages on 
e-Commerce websites, including 1) saving costs from traveling; 2) 24/7 availability of 
information; 3) instant transaction without queuing; 4) saving time and overcoming 
geographical boundaries and 5) higher accuracy of information due to frequent update 
of online contents (John, 2004). With the development of communication 
technologies, faster speed broadband services will becoming available in major areas 
in New Zealand, which can lead to more willingness of businesses and customers to 
carry out online business activities, as well as the probability of implementing 
services to handle more complicated online transactions and business processes.  
 
Due to the situation described above, eCommerce is a fast growing business approach 
that most businesses have adapted. Therefore, my research study will be focusing on 
eCommerce websites and their impact on business operations.  
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1.3 Research Values and Rationale 
Due to the rapid development of technology, business models and operation processes 
may not always match the consequence of the use of new technologies. For example, 
in a highly digitalized city with a high density of residents who have subscribed to 
broadband services, to accommodate user behavior, businesses must be able to adopt 
the same level of technologies to cope with their requirements. On the other hand, 
adopting new technologies will also require changes in current business processes, 
which will also open new areas in business management and strategy. For example, 
“business intelligence” can be implemented by collecting more accurate and precise 
data from user access of e-Commerce websites. A large amount of data can then be 
categorized and analyzed so that a better business strategy can be established 
according to current and forecasted patterns. Bigne, Ruaz and Sanz (2007) have 
suggested that the next generation business model relies heavily on collaborative use 
of electronic systems and services to maintain competitive advantage and customer 
loyalty due to global digitalization (Bigne, Ruiz, & Sanz, 2007).  
 
Ghandour et al., (2008) have conducted an investigation to measure eCommerce 
success. It states that website popularity, organizational benefit and managerial 
satisfaction should be terms for measuring eCommerce website success (Ghandour, 
Deans, Benwell, & Pillai, 2008). It is important to provide a general standard or a set 
of procedures to measure eCommerce success, because all stakeholders (including 
business owners, website designer and developers, and users) will benefit. Although a 
range of research papers has been conducted to investigate eCommerce’s success, 
they were not theoretically explaining the differences between technical impacts and 
business impacts (Belanger, Fan, & Krishen, 2006; Delone & McLean, 2004; Feindt, 
Jeffcoate, & Chappell, 2002; Feng, Hoegler, & Stucky, 2006; Gehrke & Turban, 1999; 
Kuballa, 2007; Schaupp, Fan, & Belanger, 2006). The proposed research study 
provides a fundamental understanding of eCommerce websites and the impact of 
using Internet technologies in modern business environments. It also reviews and 
discusses a theoretical model for information system success and then constructs a 
model of eCommerce success. It is different from other studies that have examined 
eCommerce success since it outlines critical factors in both business and technical 
contexts. Moreover, business and technology alignment, as well as the 
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interrelationship between business factors and technical factors will be discussed. 
Although my research study only focuses on New Zealand eCommerce businesses 
and websites, the research outcome has implications that can be applied to a global 
business environment, as eCommerce websites are designed for Internet users and 
there is no boundary between national and international markets.   
 
1.4 Objectives and Contributions 
The goal of this study is to answer the question: “What are the success factors for 
transactional e-Commerce websites?” Thus, the main objective of this thesis is to 
identify and examine success factors for transactional eCommerce websites. In 
Chapter2, the researcher has identified 10 potential success factors for transactional 
eCommerce websites from secondary data (literature review and online tools). In this 
research study, secondary data generates the hypotheses and primary data verifies the 
hypotheses. There are 10 hypotheses that need to be verified by the primary data 
gathered in this thesis study. 
 
Also, there are four sub-objectives based on the main objective outlined below:  
 
1) To identify and determine success factors for transactional eCommerce 
websites; 
2) To categorize success factors for transactional eCommerce website based on 
Delone & McLean’s IS success model; 
3) To explore issues that relate to and encourage transactional eCommerce 
success from experts’ opinions; 
4) To propose a philosophical model to measure the success of transactional 
eCommerce websites. 
 
By meeting the above researcher objectives, this research study identifies, examines 
and categorizes the 10 success factors for transactional e-Commerce websites. The 
research outcome provides fundamental guideline in the field of transactional 
eCommerce websites for academic researchers; meanwhile a comprehensive 
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discussion on those success factors helps industry players developing transactional 
eCommerce website and deploying related services. In terms of theoretical 
contribution, the researcher has proposed a success model for transactional 
eCommerce website that is based on the extended Delone and McLean’s IS Success 
model outlined in (DeLone & McLean, 1994; Delone & McLean, 2003). 
  
1.5 Audiences of the Proposed Study 
The research outcome outlines critical success factors of transactional eCommerce 
websites, including three major processes: eCommerce website development, the use 
of eCommerce solutions and impacts (values). Therefore, eCommerce solution 
providers, business owners and website developers are the potential audiences of my 
research study. In addition, my research study focuses on both technical and business 
contexts, and how to use best practice to find eCommerce solutions and fit into the 
business environment. 
 
To sum up, this Chapter has outlined the background information of this thesis study. 
The next Chapter reviews the previous studies on eCommerce websites. 
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2. Literature Review 
Due to the rapid development of ICTs (information and communication technologies), 
business models and operation processes may not always match the consequences of 
the adoption of new technologies or services. Therefore, adopting new services or 
technologies normally requires changes to current business processes and strategies. 
Bigne, Ruaz and Sanz (2007) pointed out that the next generation business model will 
rely heavily on the collaborative use of electronic systems and services in order to 
maintain business relationships, competitive advantage and customer loyalty in the 
era of global digitalization (Bigne, et al., 2007). In another research study, Ghandour 
et al. (2008) maintain that website popularity, organizational benefit and managerial 
satisfaction should be variables for measuring the success of e-Commerce websites 
(Ghandour, et al., 2008). In this thesis, the researcher studies the requirements and 
success factors of transactional e-Commerce websites with the purpose of collecting 
more comprehensive evidences to measure e-Commerce website success.. According 
to (T. Lee, 2005), a transactional eCommerce website provides online transaction 
services for consumers to make a purchase or business deal for products or services. 
 
 
This Chapter reviews a range of past research literature and explores the following 
issues about e-Commerce websites: 
 
 Background Description of e-Commerce websites; 
 I/S and eCommerce Success Models; 
 e-Commerce Website Development; 
 Adoption and Deployment Requirements (Technical and Business); 
 Impact and Stakeholder Analysis (individual and business); 
 Contemporary issues on eCommerce website management; 
 Introduction to Transactional eCommerce websites; 
 Measuring transactional eCommerce website success.  
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2.1 History, Background and Benefits of eCommerce 
According to the description outlined in Brügger, (2009), the first web page in the 
world was published in August 1991, a simple, text-based only web page. It had 
several links and the main purpose of this page was to tell people about what World 
Wide Web was. Three years later, in 1994, the World Wide Web Consortium was 
established and HTML was defined as the standard language for web pages. HTML is 
still in use in many up-to-date website developments. The development of web-based 
technology is continuing.  Recent websites allow the display of richer and more 
interactive contents. ICT development has resulted in multiple web-based features or 
functionalities integrated into a single website project together with an increase of 
technical complexity (Kowtha, 2001). However, website development requires more 
standardized, well-defined development methods and processes. 
 
Recently, the dynamic contents of websites have further extend the architecture to a 
3-tier model, with presentation, business logics and database as the 3 main 
components in a web application (Yuan & Zhang, 2003). Unlike conventional thick 
clients that require installation and software management, websites are thin clients 
that can be loaded with browsers (Vijayaramana & Bhatia, 2002). This model has 
been further extended with the use of interactive contents, e.g. voice or video 
communication. Transactions and text-based communications can all be performed on 
a single platform. According to Pather, Remenyu and Harpe’s research, this trend has 
impacted on software development methods so that they now have more interactions 
with shorter intervals so that they can be more responsive to quickly changing 
requirements and business environments(Pather, Remenyi, & Harpe, 2006). 
 
There are different types of e-Commerce websites that focus on different areas of 
business activities. The most common type of e-Commerce website is business web 
portal. The main idea of web portal is to deliver business information to internal staff, 
prospective customers and business partners. Telecom New Zealand’s website 
(www.telecom.co.nz) is a business portal. The other type of e-Commerce website is 
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transactional website, which can operate a range of business activities (e.g. online 
payment). A good example of a transactional e-Commerce website in New Zealand is 
Trade-Me (www.trademe.co.nz). Unlike other web portals, TradeMe provides online 
auctions services and enables interactions between sellers and buyers as well as 
between buyers. The Trademe website generates profits from sales listing and 
commissions (Carney, 2005). This study only focuses on investigating the 
transactional e-Commerce website.    
 
The traditional business model relies on face-to-face human interaction for all kinds 
of business activities. In the modern business environment, information and 
communication technologies (ICTs) are widely used and deployed; as a result of this 
business-information alignment and integration, the traditional business model has 
been changed and shaped significantly (Linder & Cantrell, 1999). Electronic 
commerce has become an innovative business approach that does not rely on 
face-to-face human interaction. The use of e-Commerce essentially improves business 
performance, as well as enabling business and customer interaction via the Internet 
(Zee & Jong, 1999). This Internet-based interactive business and communication 
approach often preserves high-quality understanding between customer and business. 
As well as improving trust, it enables a relatively shorter time to resolve operational 
issues. In contrast, there are also several disadvantages, such as high operating costs 
for providing customer services, it is time consuming for customers to queue up and it 
is inefficient to deliver a large amount of information (Molla, 2001).  
 
Electronic commerce has been recognized as a new and successful business approach, 
as well as being a value-added service to its stakeholders (Mahadevan, 2000). The 
success of electronic commerce adoption and deployment significantly relies on 
Internet technology. Jennex, Amoroso and Adelakun (2004) believe businesses are 
seeking a number of communication channels to perform business activities, and the 
Internet has become an excellent platform to automate certain business processes 
online (Jennex, et al., 2004). Internet service offers a huge number of benefits while 
performing business activities, for example: saving time and manual effort through 
business automation, enabling fast and convenient communication, reducing human 
error, and not having geographical restrictions(John, 2004). It is predicted that all 
digital communication and data traffic will be via the next generation network running 
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over Internet protocol (Petrova & Huang, 2007). Therefore it is very likely that 
Internet will become the most popular and largest communication platform for 
performing business activities including human interaction.  
 
Electronic commerce is an innovative approach for performing business activities 
with the involvement of Internet service and technology. The use of Internet and its 
impact on the business environment has significantly changed business performance 
as well as business operation models. According to John’s (2004)research, online 
users usually take the following advantages from e-Commerce websites: 
 
• Saving the costs of traveling;  
• 24/7 availability of information;  
• instant transaction without queuing;  
• saving time and overcoming geographical boundaries; 
• Higher accuracy of information due to frequent update of online contents. 
 
With the development of communication technologies, faster speed broadband 
services will become available worldwide. As a result, it will motivate businesses and 
consumers to perform online business activities, and increase the willingness of 
industry players to develop and deploy Internet-based e-Commerce services. 
 
This section explores some background information about e-Commerce websites; the 
next section introduces and demonstrates success models of information systems and 
e-Commerce.   
 
2.2 I/S and eCommerce Website Success 
E-Business is an innovative business approach and a fast growing field at the present 
time. Information systems are widely used by firms and as a consequence the 
popularity of e-Commerce systems and applications has risen significantly.  This 
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section describes e-Business and e-Commerce, in addition to examining the 
information system model proposed initially in Delone & McLean(1992).It outlines 
critical factors for e-Commerce systems from this success model.  
 
2.2.1 Transactional eBusinesses & eCommerce 
E-business is also known as electronic business or internet-based business. It is the 
application of information and communication technologies to support all the 
activities of business (Liautaud, 2000). E-business helps people to identify the 
exchange of products and services between individuals, groups and business; 
moreover, e-business focuses on the application of ICT to enable the external 
activities and relationships of the business with individuals, other businesses and other 
groups (Haenlein, 2004). The term e-business was coined by IBM’s marketing and 
Internet teams in 1997 (Citera & Beauregard, 2005). Electronic business methods 
enable companies to link their internal and external data processing systems more 
efficiently and flexibly, and to work more closely with suppliers and partners. 
According to Kevin, Kraemer, & Dedrick, (2004), E-business helps business 
organizations to better satisfy the needs and expectations of their customers. 
Electronic business is presently well accepted by its stakeholders, so businesses like 
to combine this innovative business approach with conventional business strategies. 
From the consumers’ perspective, they can perform e-business activities and manage 
things remotely, such as doing online banking, online orders or payments. E-Business 
has had more and more impacts on the SMEs (small and medium enterprises) sector 
(Eikebrokka & Olsen, 2007), and has become a critical path for business globalization 
(Stoltzfus, 2005).   
 
Electronic commerce, called e-commerce or eCommerce, consists of the buying and 
selling of services or products over electronic systems such as computer networks and 
the internet (Laudon & Traver, 2001). E-commerce includes marketing, selling, and 
the entire online process of developing, servicing and paying for products and 
services (Botha, et al., 2008). Business organizations may use e-ecommerce to make 
electronic funds transfers, for internet marketing management, supply chain 
management, electronic data interchange, and online transaction processing 
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(Vijayaramana & Bhatia, 2002).  
 
In terms of differentiating the term eCommerce, Mutula, (2010) states that 
eCommerce involves all kinds of business activities performed over the Internet, 
while transactional eCommerce is business activities conducted over the internet with 
‘MONEY’ involved. Therefore, transactional eCommerce activity is a sub-category of 
eBusiness or ecommerce, with online payment or purchase services enabled. The 
initial purposes of the eCommerce website were demonstrating business content, 
products and services to online customers. However, due to the maturity and 
popularity of eCommerce services, more online e-Business activities e.g. online 
payment, became available. As an addition service to an existing static eCommerce 
website, Online transaction capability has been integrated into existing eCommerce 
solutions, and eventually and it has become a transactional eCommerce website 
solution.   
 
The transactional eCommerce website is an information system that has become a 
service to improve business performance and efficiency. Since the scope of this thesis 
is to examine success factors of transactional eCommerce websites, the researcher 
will study the I/S success model as a starting point.  
 
2.2.2 Information System Success Model 
Delone and McLean (1992) first examined information system success and built up a 
model that identifies six variables to ensure successful information systems (Delone 
& McLean, 1992). These variables are (see Figure 2.1):  
 
 quality of information; 
 quality of system; 
 use; 
 user satisfaction; 
 impact on individual;  
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 impact on organization. 
 
 
Figure 2.1 – Information System Success Model from Delone & McLean (1992) 
 
In a ten years review, Delone and McLean (2003) conducted another research study to 
modified their previous IS success model, adding one additional critical field ‘quality 
of service’, and the two fields of impacts were combined together to become a single 
field, ‘values’ (Delone & McLean, 2003b), see Figure 2.2. 
 
 
 
Figure 2.2 – Information System Success Model from Delone & McLean (2003) 
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Electronic commerce has recently become a popular topic for academic research. 
Both industry players and academic researchers have a strong interest to find a 
measurement of eCommerce website success. Most of the previous studies examining 
eCommerce success were based on Delone & McLean’s IS success model, and the 
reserchers adapted this theory to build up their own models and theories (Delone & 
McLean, 2004; Feindt, et al., 2002; Feng, et al., 2006; Ghandour, et al., 2008; Molla, 
2001). Ghandour et al (2008) suggested using popularity, benefits to busieness and 
managerial satisfaction to measure eCommerce success (Ghandour, et al., 2008). In 
Molla’s research (see Figure 2.3), he stated that trust and support of the service are 
vital in drivingcustomers’ satisfaction, and that they will eventually lead to 
eCommerce success (Molla, 2001). However, although Delone and McLean have 
conducted an investigation to identify critical success features of eCommerce 
websites, this study is not supported by emprical evidence, and a technical perspective 
is not essentially involved.  
 
 
Figure 2.3 – Model of Electronic Commerce Success (Molla, 2001) 
 
 
Ghandour et al (2008) havestated that there are three main areas of IS success: 
creation of the system, use of the system and consequences of the system. Therefore, 
the following sections will follow this approach and review the literature on 
eCommerce website development (creation of the system), use of the website (use of 
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the system) and impacts (consequences of the system). 
 
Although Delone and McLean have also conducted an investigation to identify the 
success of e-Commerce websites(Delone & McLean, 2003b), this study is not 
supported by empirical evidence, the role of computing is not strongly suggested or 
recommended. Ghandour et al (2008) have alsostated that there are three main phases 
of e-Commercewebsite success: development of the website, use of the website and 
consequences of the website(see Figure 2.4).  
 
 
Figure 2.4: Three Phases of I/S Success adapted from Ghandour et al, 2008 
 
This I/S success model has clearly identified the three phases of e-Commerce 
websites development in a leaner approach. It also provides a comprehensible mind 
map for analysis of requirements and identifying success factors for transitional 
e-Commerce websites. In Figure 2.4, the I/S adapted I/S success model outlines 3 
fields that contribute to the information success. Each field consists of several 
conditions or requirements to raise the satisfaction level, and these conditions and 
requirements are considered as success factors for information system Creation 
(Development), Use (Adoption and Deployment) and Consequences (Impacts). 
 
This section has built up the initial 3-phaese model of eCommerce success for this 
thesis.  The next section will explore eCommerce development, eCommerce 
adoption and deployment, and eCommerce impacts.  
 
 
 
 
 26 | P a g e  
 
2.3 ECommerce Website Development 
This section studies the first phase of a /outlined in eCommerce website success 
model, and explores issues around eCommerce website development, including the 
development of tools, methods and processes. 
 
2.3.1 Development Tools 
In Gehrke and Turban’s (1999) research, websites are mainly developed based on 
HTML (Hyper Text Markup Language), which is a derivative of SGML. 
Non-standardized HTML was used across different browsers in the early stages, and a 
more standardized, cross-platform compatible language – XML, a revised HTML 
language – XHTML has now been slowly accepted in the realm of website 
development. Laudon and Traver (2001) believe that, based on HTML, website 
development tools can be categorized as follows(Laudon & Traver, 2001): 
 
 
• Text Editor 
Because HTML is essentially a text based language, a good text editor can enable 
faster website development. This is also the minimal requirement for the development 
of a text-based website with static content. 
 
• Graphics Editor 
To add more visualization effects to the website to improve usability and 
understanding, graphics content such as images or animations can be embedded into 
the website. This content may require a graphics editor for authoring. 
 
 
• Programmability 
This includes both server-side and client-side programmability. The main reason for 
utilizing this is to add dynamic contents into the website. Rather than pure 
information delivery using static contents, with programmability, a website can be 
developed to support interactions between the user and the server. This includes 
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database, web enabled libraries and languages such as PHP, Microsoft .NET, Java and 
other well-known libraries. 
 
2.3.1.1 CRM-Customer Relationship Management 
Customer relationship management (CRM) is a widely implemented strategy for 
managing a company’s interactions with customers, clients and sales prospects. It 
involves using technology to organize, automate, and synchronize business 
processes—principally sales activities (Wilson, Daniel, & McDonald, 2002). The 
overall goals are to find, attract, and win new clients, nurture and retain those the 
company already has, entice former clients back into the fold, and reduce the costs of 
marketing and client service (Payne & Frow, 2005). Customer relationship 
management describes a company-wide business strategy including 
customer-interface departments as well as other departments. According to Wilson et 
al.(2002), use of an e-Commerce solution with appropriate management of CRM is an 
essential information system use for business success. Moreover, in Payne and 
Frow(2005), the authors also mention that the use of CRM in the present business 
environment, is an approach of Information system or technology (IS / IT) 
engagement. This is even more important to a firm that adapts e-Commerce services 
and solutions.  
 
 
 
2.3.1.2 CMS-Content Management System 
Based on the findings in Daniel and Ward(2006), CRM systems for marketing help 
the enterprise identify and target potential clients and generate leads for the sales team.  
Marketing capability tracks and measures multi channel campaigns, including email, 
search, social media, telephone and direct mail. Metrics monitored include clicks, 
responses, leads, deals, and revenue. On the other hand, Prospect Relationship 
Management (PRM) solutions offer to track customer behavior and nurture them from 
first contact to sale, often cutting out the active sales process altogether (Gordon, 
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2000). In a web-focused marketing CRM solution, organizations create and track 
specific web activities that help develop the client relationship. These activities may 
include such activities as free downloads, online video content, and online web 
presentations (Akihiko & Tetsuya, 2004). In Brooks, Kettel, and Hansen's(2005) study,  
the authors show that CMS system has partially overlapped with CRM system, and 
that all of these systems are about to effectively make use of database systems for 
e-Commerce development and management. Furthermore, a well-built CMS allows 
business management to gain the ability to create web pages or manage the content as 
part of the eCommerce development and strategic management (Gupta, Govindarajan, 
& Johnson, 2001).   
 
2.3.1.3 Os commerce 
Os-Commerce (open source Commerce) is an e-commerce and online 
store-management software program. It can be used on any web server that has PHP 
and MySQL installed. It is available as free software under the GNU General Public 
License.  The use of Os Commerce initializes the concept of building up online 
stores with eCommerce concepts and website development technologies. The main 
implication in website development of introducing Os-Commerce is to encourage 
more open sourced coding methods and databases technologies for e-Commerce 
website development (Mercer, 2005). This new method for eCommerce service and 
solution development has become more and more popular nowadays, and has been 
widely applied to different fields, such as the agricultural industry (Bing, 2010). In a 
recent academic research study, Os-Commerce has been used for developing 
Linux-based eCommerce solutions, and has achieved commercial success and user 
functionality satisfaction (Haryati, 2011).  
 
2.3.2 Development Methods 
Website development is a sub-category of software development, so conventional 
software development methods are also applicable it (Botha, et al., 2008). However, 
because the current business environment has becoming more competitive, the 
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timeframe of a website development project has become critical to the success of the 
final product (Haenlein, 2004). Therefore, mission critical approaches such as the 
waterfall model, which requires large amount of time to prepare each phase in the 
software development life cycle, are not applicable and feasible. In this case, more 
flexible, agile software development methods are needed in website development 
projects. These methods usually involve relatively short iterations during each 
development phase, with large amount of prototypes and end user or client 
interactions to ensure the final product can meet fast-changing business requirements 
and demands (Gehrke & Turban, 1999).  
 
Also, agile development methods, such as Scrum, Feature Driven Development (FDD) 
and other methods, are more cost effective so that a relatively smaller team can still 
handle all aspects of a full software project, resulting in lowered development costs 
(Au, 2001; Ball, 2001). This is very important because in New Zealand, Small and 
Medium Enterprises play an important role in the business sector, and they are more 
likely to make use of e-Commerce websites because the website development cost can 
be maintained at an acceptable level by utilizing agile software development methods. 
 
 
2.3.3 Development Process 
E-Commerce websites are usually publicly visible websites, which means end-user 
experience is an important factor to the success of the website(John, 2004; Leea & 
Kozar, 2006). Because the website is developed for the business’s requirements and 
the user’s demands, collaboration with all stakeholders in the project is very important. 
Lee and Kozar (2006) also mention that, in a website development, the following 
stakeholders must be identified: 1) development team, 2) business owner, 3) website 
operator and 4) consumer and end users. Because there are multiple groups of 
stakeholders across multiple sectors, the website development process must address 
the following issues to ensure the success of the website: 1) communication between 
stakeholders, 2) requirement for alignment and prioritization, and 3) acceptance of the 
website across stakeholders. Therefore, the development process must be flexible, and 
multiple phases must be repeated to ensure satisfaction across stakeholders. 
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This means that frequent and constant meetings between stakeholders is essential to 
ensure the changes, progress and requirements are communicated (Delone & McLean, 
2004). It is also important that the prototype is useful and able to provide better 
understanding of the website and how it can satisfy the requirements. Iterative and 
incremental development methods are appropriate because in the development 
process, the requirements, implementation and verification processes are repeated in 
each iterative phase (Wulf, Schillewaert, Muylle, & Rangarajan, 2006). This ensures 
that the final product is closest to the expectations from all stakeholders. 
 
 
2.4 Use and Deployment of eCommerce Website 
This section studies the second phase in eCommerce website success models. Issues 
around eCommerce website use and deployment are explored, for instances, the 
motivations/barriers, and identifying the technical and business requirements for 
eCommerce website deployment. 
 
2.4.1 Motivations and Barriers 
One of the major motivations of starting an e-Commerce website is to reduce costs in 
business operations. Taking Trade-Me as an example, performing auctions offline 
requires all customers to come to a place, which means monetary and time costs 
incurred by them, the costs associated with location arrangement, and staff to hold the 
auction, as well as other administrative costs such as advertisements and 
communications(Al-adaileh, 2009; Carney, 2005). However, performing auctions 
online can reduce the costs dramatically. In this case, even very low value items can 
be placed on the website for auction, because all the costs associated with a manual 
auction have been decreased or even eliminated. This has opened a new area of 
business opportunities (Bigne, et al., 2007). Advertisement costs are also decreased by 
the use of the website because it is possible to use the search engine on the website 
that is more usable and convenient. Also, according to Anil et al’s research, businesses 
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may consider using e-Commerce to improve their business image. Because websites 
are utilizing the latest Internet technology, it is also a place for a business to showcase 
its professionalism and technology advances. It also provides an extra communication 
channel to interact and communicate with customers and potential customers, which 
can mean better business opportunities due to the extra interface with customers (Anil, 
Ting, Moe, & Jonathan, 2003). Because a website can be developed by a relatively 
low investment, even small and medium enterprises can afford to develop an 
e-Commerce website and expand their business online. 
 
The major barrier that a business would face if it decided to adopt eCommerce 
website is the technological expertise required for website management and 
maintenance. Although the barriers for businesses to adopt e-Commerce solution are 
relatively low, and the costs are mainly associated with the size of the website, 
expertise in website operation and management still prevents certain businesses from 
going into this field (Anil, et al., 2003). Employment of technical staff, investment in 
computer systems and infrastructure and training of staff to use e-Commerce solutions 
all consume resources, and businesses need to evaluate if they can gain value from 
such investment (Delone & McLean, 2004).  
 
In addition, it is very difficult for an e-Commerce presence to maintain competitive 
advantages in the area. Like the Trade-Me website, since its successful opening in the 
area of online auctions, there have been multiple online auction websites established 
to provide similar services. Because of the relatively low barrier to creating an online 
presence, publicly available contents and concepts can be duplicated more easily by 
other competitors. Businesses have to use other aspects such as quality of services, 
price and innovative contents to attract customers and maintain loyalty (Carney, 
2005). 
 
 
2.4.2 Technical Requirements 
This section outlines and discusses some critical requirements for eCommerce 
websites, focusing on the technical context(May, 2000; Rajput, 2000): 
 32 | P a g e  
 
 
• Performance 
The performance requirement of an e-Commerce website may vary depending on the 
design of the website and business type. Although broadband is now in almost every 
household and replacing slow connection such as dialup, excessive use of animation 
contents, such as flash or advertisements, can create unnecessary slowdown of the 
website. Therefore, users must be targeted, and the Internet connectivity type they are 
on must also be analyzed. 
 
• Accessibility 
The size of an e-Commerce website project also depends on the accessibility 
requirement of the website. For example, if a website is meant to be accessed via both 
computers and other portable devices such as PDA or packet PC, on each hardware 
platform it will be necessary to create individual website features according to the 
different constraints and capabilities of the hardware. Also, accessibility features must 
also be considered for people who have difficulties in accessing websites, including 
blindness and hearing issues. 
 
 
 
• Security 
To protect the security of any interaction performed online between the business and 
users, security measurement is very important to maintain customer loyalty to the 
business as well as to its public business image. The latest technologies, such as 
secured HTTP (HTTPS) using Secure Socket Layer (SSL) to encrypt data transferred 
between client and host should be considered, especially for critical transactions that 
involve sensitive data. It is also important to notify users about the use of security 
measures in accessing the e-Commerce website so that they are aware that their data 
is protected when using online products and services. 
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2.4.3 Business Requirements 
This section outlines and discusses some critical requirements for eCommerce 
websites focusing on the business context (Haenlein, 2004; Kuballa, 2007; May, 
2000): 
 
• Usability 
The purpose of creating an e-Commerce website is to provide an additional access 
interface for customers to access products and services. It is therefore expected that 
the usability of the website will be similar to or better than conventional business 
processes. For example, users may expect an easier-to-use interface to search for 
information, so that they do not need to make telephone calls which may cause 
waiting time and misunderstanding during conversation. The usability of an 
e-Commerce website is one of the basic business requirements so that businesses can 
provide similar or even better user experiences with lowered manpower costs. 
 
• Availability 
Another reason for a business to adopt an e-Commerce website is to improve the 
availability of products and services. For example, an online auction can be done 
virtually 24/7 compared to a real life auction. Because products and services are 
automated online, it requires less human interaction, which improves business 
efficiency and productivity. 
 
• Relevancy 
For an e-Commerce website, the contents or the online service provided by the 
website must be relevant to the business operation. This means businesses must be 
able to adjust the contents over time to ensure accuracy of information published 
online. Also, other important aspects, such as the color scheme, branding, styling and 
layout should be consistent with the business image and strategy. This also means that 
use of templates must be careful because uniqueness of a website design can create a 
specific impression to a user. 
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2.5 Impacts to Stakeholders (Individual and Business) 
This section studies the third phase of eCommerce website success models; exploring 
issues around eCommerce website impacts and identify eCommerce stakeholders.  
 
E-Commerce activities are well accepted by both individuals and businesses, as this 
innovative way of performing business activities provides a huge amount of benefits 
and convenience to its stakeholders. For example: 
 
• Users can participate in auctions online by using the Trade-Me website instead of 
attending physical auctions in a particular location (Carney, 2005); 
 
• Users have found eCommerce more feasible and usable because online services 
can overcome problems such as geographical boundaries, time, and monetary 
costs in traveling and queuing up for services and products.; 
 
• Businesses can use eCommerce to attract more online customers in order to 
improve its sales and business profits; 
 
• Businesses can use eCommerce to sell products or provide services to customers 
all over the world; 
 
• Website developers or project teams gain a lot of business opportunities for 
designing and implementing eCommerce solutions to firms; 
 
• Internet service providers can raise their profits with more people using Internet 
services; 
 
• Other service providers e.g. security service providers and banking service 
providers can obtain more business opportunities when more and more 
eCommerce activities are performed over the Internet. 
 
Moreover, Eid and Trueman (2004) suggests that because of increasing Internet 
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service users, businesses will also try to move to the Internet platform, which can 
trigger greater investment in telecommunication infrastructure in the country and 
result in even more Internet users, due to lowered costs of ownership. It will become a 
cycle similar to the adoption of our telephone network. However, online security has 
become a more serious issue recently. With advancing technology, criminal actions 
such as malicious software, phishing sites and unauthorized access of private data are 
threatening online users. It is therefore a lot more difficult for e-Commerce websites 
to maintain customer loyalty and transaction security because users store sensitive 
information online. 
Successful e-Commerce website development should meet all business requirements 
and user demands and be able to collaborate with all stakeholders and generate values. 
(In terms of identifying eCommerce website stakeholders, E-Commerce websites are 
publicly visible to end users, thus user experience is vital for e-Commerce website 
success)Lee and Kozar (2006) mention that, in an e-Commerce website development, 
the following stakeholders must be counted:  
 
• Development team 
• Business owner 
• Website operator (owner) 
• Consumers and end users 
• Other service providers 
Because there are multiple stakeholder groups across multiple business sectors, the 
website development process must address the following issues in order to ensure the 
success of the e-Commerce website: 1) communication between stakeholders, 2) 
requirement alignment and prioritization, and 3) acceptance of website across 
stakeholders. Therefore, the e-Commerce website development process must be 
flexible; the use of multiple phases must be repeated to ensure satisfaction across 
stakeholders. This means that frequent and constant meetings between stakeholders is 
essential to ensure the changes, progress and requirements are communicated (Delone 
& McLean, 2004). Prototyping is useful to provide better understanding of the 
e-Commerce website and how it can satisfy the requirements. In the e-Commerce 
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website development process, it is more appropriate to use iterative and incremental 
development methods because requirements analysis, prototype implementation and 
system verification are the repeated processes in each iterative phase (Wulf, et al., 
2006). As a consequence, the final product will be very close to the stakeholders’ 
expectations.  
 
2.6 Contemporary Issues 
The previous three sections explored issues around eCommerce website development, 
its use, deployment, impacts, and stakeholders. This section further investigates 
eCommerce website development, deployment and management, and some 
contemporary issues in this area are explored.  
 
 
2.6.1 Coding and Databases 
The term server is used to refer to a computer program running as a service, to serve 
the needs or requests of other programs that may or may not be running on the same 
computer. It is a physical computer dedicated to running one or more such services, to 
serve the needs of programs running on other computers on the same network. It is 
also a software/hardware system (i.e. a software service running on a dedicated 
computer) such as a database server and file server. In computer networking, a server 
is a program that operates as a socket listener. A server computer is a computer or 
series of computers that link other computers or electronic devices together. They 
often provide essential services across a network, either to private users inside a large 
organization or to public users via the internet. For example, when you enter a query 
in a search engine, the query is sent from your computer over the internet to the 
servers that store all the relevant web pages. The results are sent back by the server to 
your computer. Table 2.1 demonstrates the server / client sides coding, and databases 
for the eCommerce website.  
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Table 2.1: eCommerce Website Technologies Demonstration 
 
Client Side Coding Server Side Coding Databases Technologies 
Ajax ASP & CSP Apache  
Flash Cold Fusion DB2 
JavaScript CGI or Perl Firebird 
Microsoft Silverlight Grovvy Grails Microsoft SQL Server 
Real Studio JAVA, JVEE, Webobjects MySQL 
HTML5 Lotus Oracle 
CSS3 PHP PostgreSQL 
Google web toolkit SSJS SQLite 
Pyjamas Web sphere Sybase 
Tersus Asp.net  
 
There are many more vendors and technologies available in the marketplace for 
website and eCommerce development. Due to the nature of website development, 
technologies are divided into two areas: server-side technology and client-side 
technology. Moreover, database technology is also essential for eCommerce 
development, since it has been common to have a built-in database or a set of 
databases for recent eCommerce website projects.   
 
 
 
2.6.2 Web Mining 
Web mining is the application of data mining techniques to discover patterns from the 
Web. Business organizations may apply web mining to find different users. Web 
mining can be divided into three different types: Web usage mining, Web content 
mining and Web structure mining. Web usage mining is the process of extracting 
useful information from server logs i.e. users’ history. Web usage mining is the 
process of finding out what users are looking for on the internet. Some users might be 
looking at only textual data, whereas some others might be interested in multimedia 
data (Eirinaki & Vazirgiannis, 2003). Web content mining is the process of 
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discovering useful information from text, image, audio or video data in the web. Web 
content mining is sometimes called web text mining (Kohavi, 2001). Text content is 
the most widely researched area. The technologies that are normally used in web 
content mining are NLP (Natural language processing) and IR (Information retrieval). 
Companies use powerful computers to sift through volumes of supermarket scanner 
data and analyze market research reports (Kosala & Blockeel, 2000). However, 
continuous innovations in computer processing power, disk storage, and statistical 
software are dramatically increasing the accuracy of analysis while driving down the 
cost.  
 
Web structure mining is the process of using graph theory to analyze the node and 
connection structure of a web site. According to the type of web structural data, web 
structure mining can be divided into two kinds. The first extracts patterns from 
hyperlinks in the web(a hyperlink is a structural component that connects the web 
page to a different location)(Mobasher, Dai, Luo, Sun, & Zhu, 2000). The second 
mines the document structure, which is an analysis of the tree-like structure of page 
structures to describe HTML or XML tag usage. 
 
In sum, this section explores some current issues of eCommerce website development, 
deployment and management. The next section examines transactional websites, 
which is the research focus of this thesis.  
 
 
2.7 Transactional eCommerce Websites 
According to Petrea, Minochaa, & Roberts(2006), a transactional website is a website 
where customers can purchase services or goods. Business organizations run their 
businesses from online shops. Transactional websites can be viewed from anywhere in 
the world with less costs, and this accessibility is the biggest advantage. Users may 
enter websites 24 hours a day 7 days a week. However, transactional websites have 
computer crashes and network problems which may stop trading. Breaches of security 
also lead to different problems, and users may have difficulty contacting a business.  
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Also, as has been described previously, a transactional eCommerce website is all 
about eCommerce service with transactional business activities, such as online 
payment. This study has set its thesis research scope to investigate the success factors 
of transactional eCommerce websites from both technical and business perspectives. 
This section introduces examples of some popular transactional websites.   
 
2.7.1 Online Stores or Trading Firms 
Due to the rapid growth of eCommerce popularity, more and more businesses build 
their own websites not only to present business content, demonstrate products and 
services, but also to allow their online customers to order and purchase directly from 
the eCommerce website. Usually, a website that can deal with money transactions is 
considered as a transactional eCommerce website. Online transactional eCommerce 
stores or trade has to be performed over the Internet. Thus, all commercial 
transactions are also performed over the Internet so security and privacy have become 
essential. Online consumers prefer to use transactional eCommerce websites and 
make a purchase if they know what they want to buy. Such transactional eCommerce 
websites can provide business revenue to the website owners, and offer an exchange 
and commercial trading platform for both buyers and sellers.   
 
2.7.2 Online Auction 
The online auction is an online business model in which participants bid for services 
and products over the internet. The functionality of buying and selling in an auction 
format is made possible through auction software.  Auction software regulates the 
various processes involved for trading. There are several types of online auctions. 
They are English auction, Dutch auction and treasury bills. In an English auction, the 
initial price starts low and is bid up by successive bidders. In a Dutch auction, 
multiple identical items are offered in one auction, with all winning bidders paying 
the same price - the highest price at which all items will be sold. For example, 
treasury bills are auctioned this way. Currently almost all online auctions use the 
English auction method.  
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2.7.3 Examples of Popular Transactional Websites 
This section describes the business background of 3 successful transactional 
e-Commerce websites: Trademe.co.nz from New Zealand, Taobao.com from 
Mainland China, and eBay.com from the USA. All of these three chosen websites use 
online auctions for B2B, B2C and C2C business activities.  
 
• eBay (Worldwide) 
eBay is the earliest and the most successful transactional e-Commerce website 
worldwide. The website was founded in 1995, and it has successfully taken significant 
market share locally and internationally. User confidence has been outlined as the 
most critical factor that drives to eBay’s success in Prince(1999). In addition, security 
of e-Commerce is vital to build up trust and shopping confidence for online users, so 
successful eBay service development and deployment essentially depends on its strict 
online security policies (Boyd, 2006).  
 
• TaoBao (P.R China) 
TaoBao is a Chinese version of an online auction service that started in 2003, and it 
has become the market leader for online trading with 70% market share (Lia, Lib, & 
Linb, 2008). The eCommerce activities and trading approaches of Taobao and eBay 
are very similar, and there are a range of academic studies that compare these two 
transactional websites (Z. Lin & Li, 2005; Lu, Wang, & Yu, 2007). Researchers have 
found that cultural issues are the most important factor that lets TaoBao beats eBay in 
China. Also, there has been a strong political impact on eCommerce business 
operations in China; moreover, language is the reason why eBay has lost out to 
TaoBao in China (Ou & Davison, 2009).  
 
• TradeMe (Australia and New Zealand) 
TradeMe is the largest transactional e-Commerce website that uses the internet for 
people to buy and sell products in New Zealand. According to the figures from Alexa 
Internet, TradeMe is the 4th most visited New Zealand website, just after Google New 
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Zealand, Google.com and Facebook (Alexa.com, 2011). According to the statistics 
shown in Stockdale(2009), TradeMe has about 2.4 million users. The population in 
New Zealand is around 4.2 million, which means more than 55% New Zealanders are 
TradeMe registered users.  
 
This section has described transactional online stores and auctions, with three 
worldwide popular transactional eCommerce websites. The next section examines 
how to measure the success for transactional eCommerce websites.  
 
 
 
2.8 Measuring Transactional eCommerce Success 
The ultimate goal of this thesis is to conduct an empirical investigation based on 
collecting data from surveys with transactional eCommerce website users, and 
interviews with transactional eCommerce website developers or business managers.  
Therefore, this section examines a framework of the critical success factors of online 
auction websites (a particular type of transactional eCommerce websites), proposed 
by Lin and Joyce in 2004. Moreover, the researcher will compare the three 
transactional websites outlined in section 2.7.3, eBay, TaoBao and TradeMe, by using 
some online eCommerce popularity comparison tools. Some findings from this 
section will be used to contribute research hypotheses and questionnaires for the 
empirical data collection process.  
 
 
2.8.1 Critical Success Factors for Online Auctions 
Lin and Joyce (2004) have identified six categories of critical success factors for 
online auction websites by conducting a systematic literature review. These critical 
success factors are:  
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Table 2.2: Critical Success Factors of Online Auction Websites adapted from Lin & Donald 
(2004) 
Critical Success Factors Description 
Web Site Design and 
Contents 
• Web site layout  
• Personalized features  
• Information architecture  
Consumer Education 
• Online learning centre  
• Online auction programs/seminars  
Security 
• Secure payment mechanism  
• Escrow service  
• Personal information privacy  
• Web site security  
Customer Services and 
Support 
• One way customer services and support  
• Interactive customer services and support  
• Customer rating/record system  
Online Community 
• Discussion boards  
• Chat rooms  
Market Positioning 
• Clear market positioning  
• Generalist online auction 
• Specialist online auction web site 
Lin and Joyce (2004) clearly identify and explore critical success factors for online 
auction websites. The outcome is an applicable framework for investigating success 
factors of transactional e-Commerce websites. The researcher believes that critical 
success factors outlined in Table 2.2 are different from critical success factors for 
transactional eCommerce websites, since they are similar but not exactly the same. 
From Table 2, the researcher believes that website design and content, security and 
privacy, and market positioning are very important to all kinds of transactional 
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eCommerce websites. However, business profits, usability, and website popularity are 
also vital for successful transactional eCommerce websites. 
 
2.8.2 Online Evaluation Tools 
In order to identify success factors for transactional eCommerce success, this section uses some 
popular online tools to compare different eCommerce websites and their features. The researcher 
will identify some factors being compared by those online tools and then consider them as a factor 
of eCommerce success.   
2.8.2.1 Alexa Rank Comparison  
Alexa Rank Comparison is a tool that ranks websites by comparing their daily reach.  
This section uses ALexa rank comparison to compare eBay, Taobao and Trademe 
(Daily Reach & Rank Trend).  
 
• eBay Daily Reach (previous 24 months) 
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• TaoBao Daily Reach (previous 24 months) 
 
 
• Trademe Daily Reach (Previous 24 months) 
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• eBay Rank Trend (Previous 24 months) 
 
 
• TaoBao Rank Trend (Previous 24 months) 
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• TradeMe Rank Trend (Previous 24 months) 
 
 
In sum, Alexa ranking comparison is a tool that rank websites by comparing their 
daily traffic reach to the website. It is obvious that website popularity can be 
measured by daily reach of online customers. If a website is a transactional 
eCommerce website, the higher the rate of daily reach for online consumers, the more 
chance there will be that these online consumers can make a purchase via the 
transactional eCommerce website, and drive the website success or eCommerce 
success.  
 
2.8.2.2 Compete Rank Comparison 
Compete Rank Comparison is a tool that ranks websites by comparing their unique 
visitors. This section uses Compete rank comparison to compare eBay, Taobao and 
Trademe.  
 47 | P a g e  
 
 
 
In addition, other terms e.g. are displayed and compared. 
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In sum, Compete ranking comparison is a tool that ranks websites by comparing their 
unique visitors (including buyers and sellers for trading and online auctions). It is 
obvious that website popularity can be measured by unique visitors. If a website is a 
transactional eCommerce website, the higher number of unique visitors, the more 
chance there will be that these online visitors can make a purchase via the 
transactional eCommerce website, and drive the website success or eCommerce 
success. Also, site popularity and reference are compared in this section, which means 
that this is another variable for website ranking and comparing.  
 
 
2.9 Identification of Transactional eCommerce website 
Success Factors 
This research identifies different measurable variables to measure how business 
organizations run transactional eCommerce websites successfully. The researcher 
identifies the following factors for determining whether firms operate their 
transactional eCommerce successfully in Table 2.3: 
 
Table 2.3: Success Factors of Transactional eCommerce Websites 
Factors Obtained from 
Daily hit or reach (Ghandour, et al., 2008) Alexa ranking 
Unique Visitors Compete ranking 
Site popularity Compete ranking 
Website Profit (Carney, 2005), (Barnes, 2002) 
Performance and usability (Haenlein, 2004; Kuballa, 2007; May, 2000), (Chen, 2005) 
Security and Privacy (Gehling & Stankard, 2005) 
Website Design  (Lau, 2007), (Blanchard & Fabrycky, 1990) 
Website Content  (Leea & Kozarb, 2006) 
Shopping process (Spiekermann, Grossklags, & Berendt, 2001) 
Technical support (Citera & Beauregard 2005) 
System development (Anil, et al., 2003) 
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Transaction process and 
volume 
(John, 2004) 
 
 
Site popularity 
 
As mentioned in Ghandour, et al.(2008), site popularity has a direct 
relationship with the success of an eCommerce website. The authors believe 
that successful eCommerce websites can generate profits for business owners, 
but this is significantly dependent on the number of users and their behaviors 
when using the eCommerce service. Thus, it is found that site popularity can 
be considered as a potential factor for transactional eCommerce success. 
 
Website profit to the firm 
 
TradeMe provides online auctions services and enables interactions between 
sellers and buyers, also between buyers, and the Trademe website generates 
profits from sales listings and commissions (Carney, 2005). As outlined in 
Barnes (2002), everyone wants to receive benefits from using the eCommerce 
service. For example, brand owners wants to increase their sales and 
promotion from the eCommerce website, the website owners receive 
commission or charge a service fee to the users in order to generate business 
profits, and consumers want to buy their favorite products and services from a 
fast and effective shopping channel. Thus, it is found that website profit can be 
considered as a potential factor for transactional eCommerce success. 
 
The purpose of creating an e-Commerce website is to provide an additional 
access interface for customers to access products and services. It is therefore 
expected that the usability of the website will be similar to or better than 
conventional business processes. (Haenlein, 2004; Kuballa, 2007; May, 2000) 
As outline in Chen (2005), usability and performance of a transactional 
eCommerce website has a significant impact on users and user satisfaction. 
Performance and usability 
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When the author applies the TAM (technology acceptance model) to the use of 
transactional eCommerce website, eCommerce website acceptance by users is 
measured by user satisfaction. Thus, performance and usability can be 
considered as a potential factor 
 
Security and Privacy 
It is true that security maintains a healthy trading environment via the 
eCommerce website. People will be scared of using an eCommerce service if 
it does not have a good level of security protection (Gehling & Stankard, 
2005). Thus, it is found that security and privacy can be considered as a 
potential factor for transactional eCommerce success.  
 
Website design 
 
Design and implementation are two major phases of eCommerce website 
development (Lau, 2007). Design is vital for system development, because it 
is expected that all user and system requirements will be evaluated and carried 
out with solutions in the design process of system development. System 
design is a preliminary and significant step for system implementation 
(Blanchard & Fabrycky, 1990). Thus, website design can be considered as a 
potential factor for transactional eCommerce success. 
 
 
Website content 
 
The content of an eCommerce website is usually considered as a very 
important factor to express business products and services. As outlined in 
Leea & Kozarb(2006), the quality of website content has a significant impact 
on eCommerce or eBusiness success. Thus, it is found that website content 
can be considered as a potential factor for transactional eCommerce success. 
 
According to Spiekermann, Grossklags, & Berendt(2001), shopping process is 
Shopping process 
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also significantly dependent on other factors such as usability, performance, 
security, content and design. In real life experience, online shopping process is 
different from retail shopping, so system developers should also consider 
consumer behaviors while doing their online shopping. Thus, Shopping 
process can be considered as a potential factor for transactional eCommerce 
success. 
 
Technical support 
 
Citera and Beauregard (2005) think that FAQ can help customers and different 
browsers to resolve problems because FAQ puts different problems and 
questions, which can help customers to resolve their difficulties. Contact 
details can help customers to call and fax to the website company directly with 
traditional communication methods. Thus, technical support can be considered 
as a potential factor for transactional eCommerce success. 
 
System development 
 
According to Anil et al.(2003), system design and development have an 
essential impact on users’ experiences while using the transactional 
eCommerce website, and will influence consumer acceptance and satisfaction. 
Thus, System design can be considered as a potential factor for transactional 
eCommerce success. 
 
 
Great transaction volume means the website itself is attractive for consumers 
and business owners in all aspects. They will only use it if they trust it(John, 
2004). A transactional eCommerce website is all about eCommerce service 
with transactional business activities, such as online payment. (Daniel, & 
Ward, 2006, Delone & McLean, 1992). Thus, Transaction process and 
volume can be considered as a potential factor for transactional eCommerce 
Transaction process and volume 
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success. 
 
This Chapter ends with 10 factors descriptions for the later empirical study, based on 
the literature review and adoption of online tools for website comparison and 
evaluation. Site popularity actually includes two other factors (daily reach and unique 
visitors). 
 
The next section introduces the research methods and approach of the primary study. 
The researcher will use relevant empirical evidence and the results to prove whether 
these hypotheses are realistic. If these hypotheses are realistic, these factors can 
determine eCommerce success. Business organizations should find some implications 
for transactional eCommerce website implementation from these determinants.  
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3. Research Method 
The last Chapter reviewed and discussed a range literature relevant to eCommerce 
website development, implementation and impacts. This research study aims to find 
the critical success factors of eCommerce websites, and to investigate critical factors 
for development, implementation and impacts. This Chapter designs and describes the 
most appropriate approach to complete the proposed study, in order best answer the 
research question and meet the objectives. In Chapter2, by following the approach 
outlined in Palmer(2002), 10 research hypotheses were developed according to the 10 
potential success factors for transactional eCommerce success identified from the 
literature review and online tools. The researcher collected secondary data by using 
online tools to refine the hypotheses, especially concerning site popularity (supported 
by the unique number of visitors and daily traffic). In addition to that, the other 9 
factors were generated from past research studies. In this thesis study, secondary data 
generates the hypotheses and primary data varies them. In this section, an empirical 
study with surveys and interviews will be introduced, in which the participants help to 
determine whether the 10 identified potential factors are the actual success factors for 
transactional eCommerce websites. 
 
 
3.1 Review of the Objectives and Research Questions 
As mentioned in Chapter 2, the researcher will answer one main research question 
with a further 10 hypotheses. The following figure is the research model of this 
research study, which is based on Delone and McLean’s IS success models outlined in 
previous chapters. 
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              Figure 3.1 – A Three Phases Model for eCommerce Website Success – Adapted from Delone and 
Mclean (2003) 
 
The final goal of the proposed study is to identify critical success factors of 
eCommerce websites based on approving the 10 defined hypotheses. Based on Delone 
and Mclean’s model for Information System success, a range of research papers on 
eCommerce website development, use of the websites and impacts were studied in the 
literature review section. The researcher asked a group of online eCommerce website 
users and a group of eCommerce website professionals to become participants in the 
research study. They will be provided data for answering the main research questions 
and sub-questions. 
 
According to the research objectives outlined in Chapter1, there is one research 
question and four sub questions for this thesis study: 
 
1. What are the critical success factors for transactional e-Commerce websites?  
 
Sub Research Questions: 
 
2. What issues essentially relate and encourage transactional eCommerce website 
success? 
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3. How do use and user satisfaction influence transactional eCommerce website 
success?  
4. How can success factors for transactional eCommerce websites be categorized? 
5. How can the success of transactional eCommerce websites be measured? 
 
Moreover, based on the success factors identification in section 2.9, the researcher has 
built up 10 hypotheses for the research study.  
 
1) Site popularity (daily reach or unique visitors) is a critical factor that 
determines transactional eCommerce website success. 
2) Website profit to the firm is a critical factor that determines transactional 
eCommerce website success. 
3) Performance and usability is a critical factor that determines transactional 
eCommerce website success. 
4) Security and Privacy is a critical factor that determines transactional 
eCommerce website success. 
5) Website design is a critical factor that determines transactional eCommerce 
website success. 
6) Website content is a critical factor that determines transactional eCommerce 
website success. 
7) Shopping process is a critical factor determines transactional eCommerce 
website success. 
8) Technical support is a critical factor that determines transactional eCommerce 
website success. 
9) System development is a critical factor that determines transactional 
eCommerce website success. 
10) Transaction process and volume is a critical factor that determines 
transactional eCommerce website success. 
 
The author is encouraged to explore the possibility of verifying his/her research 
hypotheses in a more objective manner, for instance, through the use of data mining 
or similar techniques based on a large quantity of transactional record. However, since 
such information is commercial or business sensitive, there is little information in 
terms of gathering transnational record from previous literature or recent industry 
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report. In fact, the factors outlined above cannot be approved by transactional records, 
only a few factors such as site popularity and website profit can be measured by 
industry transactional data (industry data was used to verify these factors to become a 
success factor for transactional eCommerce website in Chapter2); other factors are 
likely to be the issues for eCommerce developers, users, business owners.  
 
Further investigation will be based on the research questions and hypotheses outlined 
in this section.   
 
 
3.2 Qualitative and Quantitative Study 
Qualitative research has been identified as a powerful approach to investigate 
eCommerce success (Fazlollahi, 2004; May, 2000). The study applies pre-defined 
questionnaires and interviews for its data gathering process. As a consequence, a 
group of participants who have expertise in the field of eCommerce website were 
invited and interviewed either face-to-face or over the telephone. According to Lee, 
Liebenau and Degross (2007), the major benefits of using the focus group interview 
are: 1) researcher can ask direct research questions or sub-questions to participants, in 
order to collect the most relevant answers; 2) participants can choose a group of 
people who specifically understand the research field and questions, in order to gather 
most accurate answers; 3) the researcher can use both quantitative and qualitative 
approaches to analyze the collected data. The qualitative study is to examine 
fundamental knowledge of eCommerce website success and how people in this area 
perceive value and the critical factors that drive to this success.  
 
The research study also focuses on collecting data from eCommerce website users, for 
example, usability, performance, website design, security and privacy. These factors 
are most relevant to user experience while using the eCommerce website; therefore, a 
questionnaire-based survey was conducted with a group of sample online customer 
users, mainly Unitec students. Survey is a popular research technique generally with a 
quantitative approach. The actual sample size for the survey study was 52, with the 
researcher conducting only 6-8 interviews, with qualitative data collection and 
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analysis.  
 
The researcher plans to use a mixed research strategy to carry out a research goal – 
examine success factors for transactional eCommerce website. Since the outcome 
from the survey study is mainly based on quantitative data, it requires a larger sample 
size while collecting and analyzing the gathered research data. In contrast, the use of 
interview technique collects qualitative data based on the experts’ opinions. It is likely 
that some research questions can be given insights based on the outcomes from the 
interviews. It is important that the research design utilizes such a mixed strategy, and 
the researcher acts as a administrator to connect and analyze outcomes from both 
techniques, and carry out the ultimate analysis and discussion for accurately and 
appropriately answering the research questions.  
 
 
3.3 Research Process 
The following diagram demonstrates the research process of the study: 
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Figure 3.2 – Research Process 
 
At the beginning of the research process, the researcher set the scope of this thesis 
study to examine success factors for transactional eCommerce websites. The 
researcher explored and examined the literature and the use of some online tools to 
identify 10 potential factors. There are three participant groups: users, business 
managers and developers. The researcher has built three separate sets of 
questionnaires for these three groups of participants, in order to gather more data to be 
analyzed in later chapters. Survey and interview are the conducted methodologies 
used to gather both quantitative and qualitative data. The researcher expects that the 
gathered information can answer all the research questions and meet all the research 
objectives, since the questionnaire is based on relevant aspects of the research 
questions, and all 10 pre-defined hypotheses are included in the questionnaire.     
Identify Research Questions and Objects 
Literature Review and Generate Hypothesis 
Using online tools refine Hypothesis 
Data Collection 
Data Analysis 
Discussion 
Conclusion 
Identify Topic 
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3.4 Ensuring Objective Answers 
The following approaches were used to ensure objectiveness of answers. Firstly, 
questions were carefully worded, and leading questions were avoided as much as 
possible. Secondly, simple and clear words were used for questions in order to avoid 
possible misunderstanding and offence. Thirdly, when respondents responded to the 
questions, the researcher did not interrupt them, except when explaining the purpose 
of the study and when respondents asked for clarification. By following these 
approaches, the objectiveness of answers was ensured to a large extent. 
 
3.5 Ethical Issues and Ethics Approval 
Since the proposed research study has involvement of participants, ethics approval 
was required. Some possible ethical issues involved in this study include the 
following (Veal, 2005): 
 
 Ethical issues in relation to participant identification and selection, such as 
who the potential participants are, how many participants will be involved, 
how to identify and select potential participants, how long participants are 
required for that project, and others.  
 
 Ethical issues in relation to data collection may arise from the following 
aspects, for example, who will carry out the data collection, what method is 
used for data collection, whether sound record and/or image record are used, 
whether participants are anonymous or not, how the data collection is 
conducted, and others.  
 
 Ethical issues in relation to the harm risks to participants and researchers, for 
example, what possible risks are associated with the project to participants, 
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what the harm risks are for researchers, what harm risks are for the groups or 
communities, the process to collect ethnicity data, and others.  
 
 Ethical issues in relation to voluntary participation, for example, who and how 
gives information to potential participants, what types of consent are used, and 
others.  
 
 Ethical issues in relation to privacy issues, for example, whether the 
participants are anonymous, how to protect the data collected from 
participants, how the collected data will be stored, who is authorized to access 
to the collected data, how the data will be disposed after the study, and others.  
 
 Ethical issues in relation to other aspects, for example, whether the study 
comprises aspects that may result in deception effects, what possible conflicts 
of role are and how to deal with them, and the ethical issues derived from 
cultural issues between the researcher and participants. 
 
The following approaches were used to ensure ethical behaviors in this study. Firstly, 
researcher approached his academic supervisor on what ethical issues were possibly 
involved and how to deal with these ethical issues. Secondly, the researcher 
completed a formal ethics application prescribed by the institution for this study. 
Thirdly, researcher carefully considered these ethical issues in order to avoid the risk 
related to ethical concerns. For more details, please see the attached Ethical 
Application form. 
 
 
3.6 Data Gathering 
3.6.1 Primary Data and Secondary Data 
In order to collect data to answer the research question(s) and meet research 
objectives, the student used a literature review for collecting secondary data and 
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interview technique for gathering primary research data. In addition, the student used 
online tools to collect data to measure the popularity of the eCommerce website, as 
website popularity has been proposed as a variable to measure eCommerce success 
from literature (Ghandour, et al., 2008).  
 
In the literature review, a range of previous studies were examined and discussed, in 
order to provide a fundamental background for the research study and to strengthen 
the research intention and research objectives. After the research questions were 
finalized, the student conducted face-to-face or telephone interviews, and a 
questionnaire survey to collect the primary data, with the purpose of answering 
research questions and exploring research implications. The research study set its 
scope to collect primary data from 6-10 eCommerce website business managers, 
developers and academic researchers and conducted a survey study with 52 
eCommerce website users. Participant selection criteria and my interview questions 
will be presented in the following 2 sections.    
 
 
3.6.2 Selection the Participants 
8 participants became the interviewees of this thesis study. The chosen participants 
had to understand the research area and have an interest in the research questions, and 
have certain knowledge of eCommerce websites. In addition, the participants needed 
to have the ability and insight to perceive critical success factors for eCommerce 
websites in terms of a technical and business focus. Thus, it was considered ideal that 
the 65 participants were in one of the following three categories: 
 
 Academic professionals in the field of eCommerce websites; 
 Developers or project managers of eCommerce website development; 
 Business managers who operate a popular eCommerce website in New 
Zealand. 
 
During the data collection process, there were two academic researchers, three 
business managers and three eCommerce website developers participating in this 
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thesis study.  
 
For the survey study, the researcher choses 100 random participants from Unitec, but 
only 52 of them agreed to participate. They were chosen and considered as a random 
sample of eCommerce users.  
 
3.6.3 Questionnaire 
The interview questions had to be consistent with my research question (hypotheses) 
and associated research objectives prescribed for the proposed study. Table 3.1 
outlines the interview questions. In order to gather the most accurate and appropriate 
data for answering my research questions, some interview questions were particularly 
designed for different participant groups and these are described in section 3.6.2. For 
examples, interview questions for eCommerce website developers are more towards 
to technical related questions or focus in the development phases; interview questions 
for academic researchers are more towards to research theories and implications; 
interview questions for business owners are more likely to focus in the use and 
impacts of eCommerce website.  
 
Table 3.1 – Design for Interview Questionnaire 
 Interview Questions Who Answers? 
Question 1 Please fill in the brief questionnaire attached in a 
separated sheet first. 
All Group  
Question 2 Do you have more to add to the answers in the given 
questionnaire? 
Group A and Group C 
Question 3 In the potential success factors given in the 
questionnaire, what factors do you think are 
influencing eCommerce website owners? 
Group A and Group C 
Question 4 For those items you have given the highest score, 
could you please explain why you believe it is an 
Group A and Group C 
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important factor that drives eCommerce website 
success? 
Question 5 For those items you have given the 2nd highest score, 
could you please explain why you believe it is an 
important factor that drives eCommerce website 
success? 
 
Group A and Group C 
Question 6 For those items you have given the lowest score, 
could you please explain why you don’t believe it is 
an important factor that drives eCommerce website 
success? 
 
Group A and Group C 
Question 7 How will user behavior influence successful 
eCommerce website? Please justify your answers. 
 
All Groups 
Question 8 What will be the future trend of transactional 
eCommerce websites? 
 
All Groups 
Question 9 Previous research suggests using website popularity, 
business benefit and managerial satisfaction to 
measure eCommerce success. In your opinion, what 
variables do you think will be useful to measure? 
Please justify your answer.  
Group A and Group C 
 
Table 3.2 – Design for Survey Questions 
 Survey Questions Who Answers? 
Question 1 Do you agree that Site popularity is a critical factor 
that can determine e-Commerce website success? 
All Groups 
Question 2 Do you agree that Website profit to the firm is a 
critical factor that can determine e-Commerce 
Business Owners 
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website success? 
Question 3 Do you agree that Performance and usability is a 
critical factor that can determine e-Commerce 
website success? 
All Groups 
Question 4 Do you agree that Security is a critical factor that can 
determine e-Commerce website success? 
All Groups 
Question 5 Do you agree that Website design is a critical factor 
that can determine e-Commerce website success? 
All Groups 
Question 6 Do you agree that Website content is a critical factor 
that can determine e-Commerce website success? 
All Groups 
Question 7 Do you agree that System development is a critical 
factor that can determine e-Commerce website 
success? 
Developers 
Question 8 Do you agree that Transaction process and volume is 
a critical factor that can determine e-Commerce 
website success? 
All Groups 
Question 9 Do you agree that Shopping process is a critical 
factor that can determine e-Commerce website 
success? 
All Groups 
Question 10 Do you agree that Technical support or education is a 
critical factor that can determine e-Commerce 
website success? 
All Groups 
 
A full version of the questions is attached in Appendix. 
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3.6.4 Procedures for Data Collection 
The first step was to make enough preparation prior to conducting the interviews and 
survey, for example, having well developed questionnaires, sending invitations, 
receiving consent forms and making appointments with participants. 
 
The second step was to perform the interviews and survey. The researcher conducted 
at least 2 interviews and surveys with at least 15 people per week, each interview 
taking no more than one hour. Moreover, the researcher write down the main content 
of the participants’ response.   
 
The third step was to summarize the collected raw data, and then transfer them into 
nice and meaningful words. This is beneficial for further data analysis.  
 
The final step was getting ready for analyzing the research data.  
 
3.6.5 Invitation Letter 
Dear Respondent 
 
Thank you for taking the time to complete this survey. I am a student at Unitec 
Application Technology.  I am conducting this survey as part of a research project, 
which is part of my Masters degree.  The title of my research is Success Factors for 
Transactional eCommerce Websites in New Zealand: An Investigation Focusing 
On Technical and Business Contexts. Your help and cooperation in this survey is 
much appreciated.  It will take you approximately five minutes to complete this 
survey. 
 
As a participant of this survey, please note the following: 
 
You may seek clarification on any of the questions asked in the survey should you 
wish to.        
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You may withdraw from the survey at any time should you wish to.  
 
Your responses will be kept absolutely confidential.  
 
The results collected from the survey will be used for the purposes of the research 
project only. 
 
A letter of authorization to conduct this survey has been issued to me and I will be 
happy to show this to you should you wish to peruse it. 
 
Once again, thank you for your kind cooperation. 
 
Yours sincerely 
Student’s Name:  
ID No:       
Phone:     
Mobile:    
Email:   
 
 
 
3.7 Data Analysis 
3.7.1 Preparation and Coding Procedure 
After the data was collected, firstly, the collected data was numbered. Secondly, the 
data was summarized and inputted to computer. Thirdly, the original copies of the 
questionnaires and recorded content were kept safely for double checking when 
necessary.  
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3.7.2 Persons for Data Analysis 
The researcher was responsible for the analysis of this study. The researcher was the 
person to determine whether additional data needed to be collected during the 
research process. Discussion with supervisor(s) was done when needed.  
 
3.7.3 Variables for Analysis 
According to my research questions, I need to eventually identify a range of success 
factors for eCommerce websites. These factors need to fit into the three categories of 
Delone and McLean’s model. Therefore, questions and answers from interviews all 
contribute towards this goal.  
 
In this thesis study, the researcher follows the majority rule to reach consensus. In the 
later sections, this rule will be used to determine and categorize success factors for 
transactional eCommerce websites.   
 
3.7.4 Qualitative Analysis Technique 
3.7.4.1 Narrow Down Approach 
When interview content is transferred into computer format, there will be “too many” 
data and they will be difficult to analyze. Therefore, researcher will narrow down the 
collected raw data in order to summarize them into an easy to manage form.  
 
3.7.4.2 Thematic Analysis 
Once the research data has been narrowed down into an ‘easy-to-manage’ form, the 
next step is to placing them into various themes by applying a thematic. Morse and 
Field (1985) defined it as follows:“thematic analysis involves the search for and 
identification of common threads that extend throughout an entire interview or set of 
interviews.”Themes can be considered as research findings of the proposed study and 
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the answers to research questions, and discussion is carried out from these themes.  
 
 
3.7.4.3 Theory Construction 
The outcome of this study will identify the critical success factors of eCommerce 
websites. These factors will fit into the IS success categories mentioned in Delone and 
McLean (2003). Therefore, it is likely that a theoretical model of the success of 
eCommerce websites will be constructed as a contribution to the research study. 
 
 
3.7.5 Performance Evaluation 
The analysis will be evaluated against the reliability, accountability, and 
generalizability of the findings. Reliability is to assess whether the analyses are 
reliable, accountability is to assess whether the results from those analyses are 
accountable, and generalizability is to assess whether the results from the study are 
able to be generalized to other contexts (Beins, 2004).  
 
 
 
3.8 Chapter Summary 
This Chapter describes the research methods and techniques used for gathering and 
analyzing the research data. The researcher expects to answer all research questions 
and meet all research objectives from participants’ inputs. The next chapter outlines 
the research findings and results.   
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4. Data and Findings 
This section collects data from online tools and questionnaires. In the first part, the 
data came from online tools to refine the hypothesis. In the second part, the data came 
from surveys and interviews. The survey and interview data reflect success factors for 
transactional eCommerce websites in New Zealand. These data came from an 
investigation focusing on the technical and business contexts. This section will outline 
the data required for this study and some possible techniques for data gathering. Its 
aim is to describe some analysis techniques that will be used for analyzing the 
collected research data. 
 
4.1 Online Tools Data 
Company 
Name 
Alexa 
Rank 
(Golbal) 
Unique  Visitor 
(estimated cookies) 
Unique 
Visitors 
(Users) 
Loading 
Time 
Daily 
Reach (per 
million) 
Taobao 15 280M 190M 22.7s 38000-42000 
Amazon 17 190M 120M 1.8s 38000-58000 
Ebay 24 170M 96M 3.1s 26000-30000 
Mutiply 387 12M 10M 6.3s 2500-3500 
Invisocial 556 38M 24M 7s 2000-8000 
Bodybuil
ding 733 5.2M 3.4M 3.1s 1100-1600 
Zappos 808 13M 9.1M 2.2s 1150-1500 
Barnesan
dNoble 816 14M 10M 4.3s 1300-1700 
Gap 833 18M 11M 2.2s 1300-1800 
Overstock 841 18M 11M 2.3s 1200-1600 
Macys 842 25M 16M 3.9s 1300-1600 
Sears 866 23M 15M 5.4s 1300-1800 
Lowe's 942 26M 16M 9.3s 900-1700 
B&H 
Photo 
Video 
1113 5.1M 3.8M 1.9s 900-1400 
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Jcpenney 1134 22M 13M 2.1s 800-1100 
Victoria's 
secret 1218 15M 8.9M 1.5s 700-900 
Tigerdirec
t 1240 5.7M 3.8M 1.6s 900-1300 
Kohls 1246 20M 12M 1.1s 900-1100 
Nike 1376 13M 9.1M 1.3s 800-1300 
Legacy 1405 20M 12M 7.8s 1000-1200 
Cafepress 1440 5.6M 3.8M 5.5s 700-850 
NORDST
ORM 1508 11M 7.4M 1.8s 700-900 
Trademe 1515 4.2M 2.9M 16.9s 550-650 
Walgreen
s 1790 12M 7.4M 6.1s 600-850 
Shutterfly 1969 11M 6.7M 4s 500-800 
WeightW
atchers 2080 9M 5.6M 4.6s 500-700 
CD 
Universe 2163 5.2M 3.4M 4.4s 600-750 
Forever21 2204 6.1M 3.8M 1.2s 500-550 
DIRECT
V 2452 12M 7.3M 12.6s 450-650 
SamsClub 2830 9.7M 6.1M 4.4s 400-600 
 
A full version data is attached in Appendix E. 
 
In order to find evidence to evaluate the refined hypotheses, the researcher conducted 
a preliminary study by examining 30 e-Commerce websites. These 30 websites are 
mostly the popular online transactional eCommerce websites, such as Taobao, the 
most popular eCommerce website from China; Ebay, which attracts a huge number of 
global consumers worldwide; and Trademe, which is the leading transactional 
eCommerce website from New Zealand. They all provide great online shopping 
services (Such as customer service, FAQ and logic design) and transactions, such as 
different payment methods, an easy to use shopping cart and delivery process.  
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4.1.1 Daily reach 
 
By using some online tools, the researcher found that the sites’ daily reach is 
associated with their rank. The more daily reach a site has, the higher rank it will get. 
In addition, when comparing the daily reach of the top ranked and last ranked sites, 
the researcher observed that the range is quite large. From the gathered data, top 1000 
websites usually have more than 1300 million for daily reach; in contrast, websites 
ranked in between 1000 - 2000 have a daily reach rate of between 600 to 1200 million, 
and most of the websites that rank below 2000 have approximately 500 million daily 
reach. According to the evidence and observation, daily reach can be considered as a 
success factor for transactional e-Commerce website.  
 
4.1.2 Unique visitor 
 
The researcher also found that unique visitor is another factor that has a connection 
with ranking, although the relationship is not as obvious as daily reach. It seems that 
the higher the website is ranked, the more unique visitors it will have. Also, the 
researcher believes that the number of unique visitors has a direct relationship with 
the ranking and popularity of the site. Therefore, according to the assumption and 
observation, the researcher wanted to collect more evidence to prove that site 
popularity and number of unique visitors is success factors for transactional 
e-Commerce websites. 
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 4.1.3 Loading time 
 
In addition, loading time is another important factor for eCommerce website success. 
It can be considered as part of the usability requirement for a transactional 
eCommerce website. As a result, most websites have their loading time under 
5seconds.However, the researcher has identified an interesting finding - Taobao is a 
top rank website but it does not have an excellent loading time. This finding indicates 
that loading time may not be considered as a success factor for transactional 
eCommerce websites, and that it may not have a direct relationship to the site 
popularity of a transactional eCommerce website. As a matter of fact, the successful 
factor might alter according to different stages of a website. Taobao might enjoy short 
loading time in order to attract potential customers when it was first launched. As it 
quickly gained popularity, loading time could be overwhelmed by other successful 
factors, which help to convince online consumers to wait for extra time in order to 
access its service. Therefore, loading time could be a success factor for transactional 
eCommerce website even this factor doesn’t present positive correlations in Taobao’s 
case. The discussion will not include loading time as a particular success factor in this 
thesis study, as loading time itself is a factor that should belong to a performance or 
usability issues while online consumers use a transactional eCommerce website.   
 
However, it will be considered as an important factor for usability. 
  
To sum up, daily reach and unique visitor are found to be variables for eCommerce 
websites; these two variables significantly encourage site popularity, which is a 
success factors for transactional eCommerce website success. 
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4.2 Survey Data, Analysis and Findings 
This section outlines and analyzes the data collected from the survey with 52 
participants. All factors being investigated are analyzed in this section. 
4.2.1 Gender 
Table 4.1 describes the gender statistics of all participants. 
 
Table 4.1  
Gender Statistics 
 
 
The research findings show that the percentage of male and female is 67.3% and 32.7% 
respectively. Clearly, the male percentage is much higher than that of female. 
Although the male participants are more than female participants in this thesis 
investigation, the results will not be influenced in a negative manner.  
 
 
 
4.2.2 Age Group 
Table 4.2 describes the age group statistics of all participants’. 
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Table 4.2 
Age group Statistics 
 
 
The age group’s attitude also reflects the quality of E-commerce transactional 
websites successfully. The research results show that the response percentage of the 
15-20 age group, 20-40 age group, 30-40 age group, 40-50 age group and 50 and 
above age group are 3.8%, 76%, 15.4%, 1.9% and 3.8% respectively. The 20-30 age 
group accounts for the highest percentage of the total age groups because they like to 
search information from the internet. They are also interested in transactional websites. 
The respondents from the 15-20 age group like to play internet games and spend a lot 
of time in the application of modern information technology. The design of the 
website and the application of website language also influences the members of this 
age group. The participants in this survey study are mainly chosen from Unitec New 
Zealand so they are university students that are aged between 18-30 years old. The 
results of this research may reflect the younger generation’s opinion. 
 
4.2.3 Education Level 
Table 4.3 describes the education level statistics of all participants. 
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Table 4.3 
Education level Statistics 
 
 
The research results show that different education level also influences usage of 
transactional eCommerce websites. The results of the research show that respondents 
of undergraduate, bachelor, postgraduate, masters and PhD is 7.7%, 38.5%, 25%, 25% 
and 3.6% respectively. Most respondents belong to bachelor level and master’s level. 
In the researcher’s opinion, the education level is not a key factor that influences the 
result of this thesis study.  
 
 
4.2.4 Determination of visiting an eCommerce website 
Table 4.4 describes the statistics of determination of visiting the eCommerce website. 
 
Table 4.4 
Numbers visiting an eCommerce website. 
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The results of the research show that 82.7% respondents have visited some 
eCommerce website before. Most eCommerce website designers like to visit 
eCommerce websites in order to gain different consequence and reach different 
purpose. Different factors impact on their selection of eCommerce websites, such as 
design, language, safety, quality of website and others. Based on the replies of the 
respondents, all respondents had browsed eCommerce websites, which shows that 
most people are interested in them. Their advantages have been recognized with the 
development of modern information technology.  
 
4.2.5 Purchase Decision from an eCommerce Website 
Table 4.5 describes the statistics on purchase decisions from an eCommerce website. 
 
Table 4.5  
Purchase on eCommerce websites 
 
 77 | P a g e  
 
 
The research findings show that 90.7% respondents have purchased something from 
an eCommerce website. They like to purchase things from different eCommerce 
websites because they can save a lot on transactional expenses. These respondents can 
gain a benefit from their reduction of transactional cost. For example, the respondents 
can do effective research on costs to find a firm that is able and willing to sell the 
desired goods and services.  
 
4.2.6 Frequency of visiting an eCommerce website 
Table 4.6 describes the statistics of frequency of visiting an eCommerce website. 
 
Table 4.6  
Frequency of visiting an eCommerce website. 
 
 
 
The consequences of the research indicate that 32.6%, 9.3%, 30.2% and 27.9% 
respondents visit an eCommerce website rarely, fortnightly, weekly and daily 
respectively. Most respondents like to visit an eCommerce website weekly or daily.  
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4.2.7 Favorite eCommerce website 
Table 4.7 describes the statistics of frequency of visiting favorite eCommerce 
websites for the participants. 
 
Table 4.7 
Favorite eCommerce website  
 
 
 
Research findings show that 55.3%, 10.5% and 34.2% respondents like to select 
Taobao, eBay and TradeMe respectively to select the products and services they need. 
Taobao is a famous Chinese website which provides different products to their 
customers. Most eCommerce website designers would like to select the Taobao 
website to search for the information they need because the large population creates a 
great potential market in China. Taobao is a Chinese language website for online 
shopping, and is similar to eBay, Amazon and Rakuten. Alibaba Group runs Taobao in 
the People’s Republic of China (Taobao, 2011). EBay, Amazon and Rakuten have all 
built effective websites to run their business and to increase performance and 
competitive advantage. Alibaba Group was established in May 2003. 
Business-to-consumer (B2C) and consumer-to-consumer (C2C) is the main business 
model for Taobao. The Taobao website uses the business-to-consumer model to 
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provide a platform for business. Taobao utilizes consumer-to-consumer (C2C) to 
allow individual entrepreneurs to build their online retail stores in order to offer 
different business. Many eCommerce website designers can run their online retail 
business from an online retailer shop to win high competitive advantage. Internet 
service offers a huge amount of benefits while performing business activities, for 
example: saving time and manual effort through business automation, enabling fast 
and convenient communication, reducing human error, and not having geographical 
restrictions(John, 2004). It is predicted that all digital communication and data traffic 
via the next generation network will be running over Internet protocol (Petrova & 
Huang, 2007). Therefore, it is very likely that Internet will become the most popular 
and largest communication platform for performing business activities as well as for 
human interaction.  
 
4.2.8 Site Popularity 
From the quantitative data, this section outlines and analyses the statistics of 
determination about whether site popularity is a success factor for transactional 
eCommerce websites and the rate of features for this factor.  
4.2.8.1 Determination of Site Popularity 
Table 4.8 describes the statistics of determination about whether site popularity is a 
success factor for transactional eCommerce success.  
 
Table 4.8  
Determination statistics of Site popularity to transactional eCommerce success. 
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The research findings show that 38.5% and 48.7% strongly agree, or agree that site 
popularity is a critical factor that can determine e-Commerce website success. Most 
respondents think that site popularity is a critical factor that can determine 
e-Commerce website success.  
 
Site popularity can be compared with different websites in order to understand site 
popularity. From the research findings, the researcher found that visitor numbers 
decide click popularity when comparing different websites. The researcher can 
compare Trade Me, eBay and Taobao in order to understand site popularity. From this 
comparison, website designers can make effective strategies to discover link 
popularity and how to enhance link popularity. Site popularity consists of click 
popularity and link popularity. The number of visitors can measure site popularity. 
Site tracking will compare different sites’ number of visitors and measure site 
popularity. Service providers can keep a track of the number of times their services 
are demanded in order to understand site popularity and provide a comparative 
ranking. ECommerce website designers can type the URL into the web search box in 
order to demonstrate the trends over time. They can also can calculate the number of 
links to the site in order to provide ranking based on domain. This is not for a specific 
URL.  
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4.2.8.2 Rate the Features for Site Popularity 
Table 4.9 describes the rate of features for eCommerce website popularity. 
 
Table 4.9  
Rate of features for eCommerce website popularity. 
 
 
The rating average of keeping high daily reach, a large number of unique users and a 
larger number of visitors is 3.79, 3.84 and 3.97 respectively. A large number of 
visitors represent a feature of a website which wins it success in the eCommerce 
market. Its average rating is highest compared with the other two variables. Most 
respondents rank a large number of visitors highly. However, a large number of 
unique users also can measure success of website design and application. The 
searchers can keep high daily reach to understand whether their website is successful 
because daily reach is the percentage of visitors that visit the website. 61% 
respondents think that keeping a high daily reach can measure success of website 
providers.  
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Alexa ranking comparison is a tool that ranks websites by comparing the daily traffic 
reach to the website. Since it is obvious that website popularity can be measured by 
daily reach of online customers, if a website is a transactional eCommerce website, 
the higher the rate of daily reach for online consumers, the more chance there will be 
that these online consumers can make a purchase via the transactional eCommerce 
website, and drive the website’s success or eCommerce success (Bing, 2010). 
Compete ranking comparison is a tool that ranks websites by comparing their unique 
visitors (including buyers and sellers for trading and online auctions). Since website 
popularity can be measured by unique visitors (Bing, 2010), if a website is a 
transactional eCommerce website, the higher the number of unique visitors, the more 
chance there will be that these online visitors can make a purchase via the 
transactional eCommerce website, and drive the website’s success or eCommerce 
success. Also, site popularity and reference are compared in this section, which means 
this is another variable for website ranking and comparing.  
 
4.2.9 Usability and Performance 
From the quantitative data, this section outlines and analyses the statistics of 
determination about whether usability is a success factor for transactional eCommerce 
websites and the rate of features for this factor.  
 
4.2.9.1 Determination of Usability and Performance 
Table 4.10 describes the statistics of determination about whether usability is a 
success factor for transactional eCommerce success.  
 
Table 4.10  
Determination statistics of Usability to transactional eCommerce success. 
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The research findings show that 44.4% and 38.9% respondents strongly agree or agree 
that usability is a critical factor that determines eCommerce website success. Usability 
needs engine, navigation, contents, design of website and being easy to read. The 
website provider can also strengthen the function of the website and the capacity of 
the information. Multi-language should be focused on in order to gain more customers. 
Usability decides the success of eCommerce website success, so website providers 
need to strengthen usability management in order to win success in e-Commerce.  
  
4.2.9.2 Rate the Features of Usability and Performance 
Table 4.11 describes the rate of features of eCommerce website usability.  
 
Table 4.11  
Rate of features of eCommerce website usability.  
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The usability of websites can be known by the speed of the site load; website 
consistence for the leading browsers; the home page being well-organized and easy to 
read and understand; logical and clear navigation choices with consistence and 
availability; easy to use navigation; easy to use search box; functionality with links, 
forms, cookies, web indexing, database; and error messages resolution. From these 
variables, website providers can measure websites’ usability in order to achieve 
success in website operation. The research findings show that the rating average of the 
speed of the site load, website consistence for the leading browsers, the home page 
being well-organized and easy to read and understand, logical and clear navigation 
choices with consistence and availability, easy to use navigation, easy to use search 
box, functionality with links, forms, cookies, web indexing, database and error 
messages resolution is 4.03, 3.94, 4.14, 4.09, 4.14, 4.39, 4.14 and 3.97 respectively. 
Easy to use search box accounts for the highest rating rank, since 80% of respondents 
think that it is very important for measuring website usability. Logical and clear 
navigation choices with consistence and availability are also one of the important 
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factors which decide usability of a website. Website site navigation is very important 
for website offers, and navigation is very important for application of usability. 79% 
respondents think that the speed of the site load is very important for usability of 
websites. Speed of the site load also decides quality of service on the internet. Website 
companies need to contact their provider regularly in order to ensure usability. 
Website consistence for the leading browsers is important for website usability 
measurement, since website consistence for the leader browsers can maintain the 
usability and stability of a website. Website offers can also use Flash and Acrobat files 
for linkage because these files can improve the interest of browsers. Relevant visual 
software should be installed in order to strengthen the degree of interest for readers.  
 
The home page can also be organized so that it is easy to read and understand. The 
website designer needs to design an attractive homepage with attractive logo, color, 
language, antimony and other programs. Categories must be clear and easy to search 
for readers. Three clicks for needs, ease of a search engine, and availability of a site 
map should be focused on. Error message resolution must be arranged and controlled. 
Cookies should be deleted in order to strengthen the usability of the website.  
 
The purpose of creating an e-Commerce website is to provide an additional access 
interface for customers to access products and services. It is therefore expected that 
the usability of the website will be similar to or better than conventional business 
processes (Gordeon, 2000, Akihiko & Tesuya, 2004, Al-adaileh, 2009, Alexa, 2011). 
For example, users may expect an easier to use interface to search for information, so 
that they do not need to make telephone calls which may cause waiting time and 
misunderstanding during conversation. Categories must be clear and easy to search 
for readers. Discovery of three clicks for needs, ease of a search engine, and 
availability of a site map should be focused on. Error message resolution must be 
arranged and controlled. Cookies should be deleted in order to strengthen the usability 
of a website. Usability of an e-Commerce website is one of the basic business 
requirements so that the user businesses can provide similar or even better user 
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experiences with lowered manpower cost (Gupta, Govindarajan & Johnson, 2001). 
 
4.2.10 Website Design 
According to further quantitative data, this section outlines and analyses the statistics 
of determination about whether design is a success factors for transactional 
eCommerce websites and the rate of features for this factor.  
 
4.2.10.1 Determination of Website Design 
Table 4.12 describes the statistics of determination about whether design is a success 
factor for transactional eCommerce success.  
 
Table 4.12  
Determination statistics of design to transactional eCommerce success  
 
 
 
The research findings show that 38.9% and 47.2% respondents strongly agree and 
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agree that web design is a critical factor that can determine e-Commerce website 
success. In total, 85% respondents think that web design is a critical factor for 
eCommerce. Web design should be linked to graphic files capacity, speedy download 
time, and usage and distracting of animated gifts and ticker tapes. Web design is also 
relevant to create a balance between design and functionality, the page fitness for 
scrolling the entire page, ease and clearness of the typefaces and font sizes, usage of 
colors, expression of company image and others.  
 
4.2.10.2 Rate of the Features of Website Design 
Table 4.13 describes the rate of features of eCommerce website design.  
 
Table 4.13  
Rate of features of eCommerce website design. 
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The research finding shows that the average rate of usage of animated gifts and ticker 
tapes, the balance between design and functionality, the page fitness for scrolling the 
entire page, simple and logical web layout, usage of colors, expression of company 
image, ease of understanding product categories, appropriate typefaces and font sizes, 
ease in finding the checkout button and shopping cart location is 3, 4, 3.57, 3.91, 3.56, 
3.43, 4.17, 3.71, 4 and 3.78 respectively. Ease of understanding product categories is 
very important to measure web design because most eCommerce website designers 
like to find suitable product categories from different websites. It accounts for the 
highest rating in different criteria in different website design criteria. Web designers 
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should design clear product categories in order to generate convenience to their 
readers. A balance between design and functionality rates 67%, which reflects on web 
design measures. Different strategies can be used to improve the quality of web 
design. Web designers also need to emphasize font size and appropriate typefaces. 
The checkout button also should be easy to find for their business expansion. 
 
Website design is a critical factor that determines transactional eCommerce website 
success. Website layout has an influence on the browser because website browsers can 
be attracted by accurate design. Personalized features also need to be focused on. Eid 
& Trueman (2004) state that website design can attract more browsers with different 
personalized features. Information architecture also influences the success of website 
design (Feindt, Jeffcoate & Chappell, 2002, Brugger, 2009).  
 
4.2.11 Website Content 
According to the further quantitative data, this section outlines and analyses the 
statistics of determination about whether content is a success factor for transactional 
eCommerce websites and the rate of features for this factor.  
 
4.2.11.1 Determination of Website Content 
Table 4.14 describes the statistics of determination about whether content is a success 
factor for transactional eCommerce success.  
 
Table 4.14  
Determination statistics of content to transactional eCommerce success. 
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The results of the research show that 40.0% and 48.6% strongly agree and agree that 
Web Content is a critical factor that can determine e-Commerce success. Web Content 
is very important for e-Commerce website success. Website providers can design 
different web contents in order to attract more people to the website. Web contents are 
the main concern of browsers because they need to search for different information in 
order to meet different needs. Most respondents are also concerned about the quality 
of information, good service, understanding of language, and the logical catalogue of 
information.  
 
4.2.11.2 Rate the Features of Website Content 
Table 4.15 describes the rate of features of eCommerce website content.  
 
Table 4.15  
Rate of features of eCommerce website content. 
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The findings of the research show that the rating averages of web contents are 3.97, 
4.11, 3.97 and 4.09 respectively. Most eCommerce website designers are concerned 
about good service for web contents. The percentage of good services is the highest 
percentage. Good service decides the success of web content. Website designers 
should improve service quality in order to make effective web content design. From 
web content design, the website designer can improve service quality and make 
effective service quality control. From effective quality control, they may improve 
service quality.  
 
4.2.12 Security 
According to the further quantitative data, this section outlines and analyses the 
statistics of determination about whether security is a success factor for transactional 
eCommerce website and the rate of features for this factor.  
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4.2.12.1 Determination of Security 
Table 4.16 describes the statistics of determination about whether security is a success 
factor for transactional eCommerce success.  
 
Table 4.16  
Determination statistics of security to transactional eCommerce success 
 
 
 
The findings of the research show that 60% and 25.7% respondents agree that security 
and privacy is a critical factor that can determine eCommerce website success. 
Security decides the success of eCommerce websites. The researcher needs to 
understand security problems and resolve different technical problems. ECommerce 
website designers should resolve technical and security problems since security 
problems influence people’s communication. Website designers should resolve 
different problems with relevant software in order to make effective communication.  
 
Dell is McAfee® Security Center 11 (Multi Language) with 1 year hardware 
maintenance. Network firewalls prevent unknown programs and Internet processes 
from accessing the system. However, they are not antivirus systems as such and thus 
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make no attempt to identify or remove anything. They may protect against infection 
from outside the protected computer or LAN, and limit the activity of any malicious 
software that is present by blocking incoming or outgoing requests on certain TCP/IP 
ports. A firewall is designed to deal with broader system threats that come from 
network connections into the system and is not an alternative to a virus protection 
system. 
 
Portable hard disks can be used to back up different data in order to avoid programs 
and data getting lost. The capacity/price ratio of hard disks has been rapidly 
improving for many years. This makes them more competitive with magnetic tape as 
a bulk storage medium. The main advantage of hard disk storage is low access times, 
availability, capacity and ease of use. http://en.wikipedia.org/wiki/Backup - 
cite_note-5#cite_note-5External disks can be connected via local interfaces like SCSI, 
USB, FireWire, or eSATA, or via longer distance technologies like Ethernet, iSCSI, or 
Fibre Channel. Some disk-based backup systems, such as Virtual Tape Libraries, 
support data deduplication which can dramatically reduce the amount of disk storage 
capacity consumed by daily and weekly backup data. The main disadvantages of hard 
disk backups are that they are easily damaged, especially while being transported (e.g., 
for off-site backups), and that their stability over periods of years is a relatively 
unknown.  
 
4.2.12.2 Rate the Features of Security 
Table 4.17 describes the rate of features of eCommerce website security.  
 
Table 4.17  
Rate of features of eCommerce website security. 
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Security and privacy can decide the success of eCommerce websites. The research 
findings show that the rating average of escrow service, personal information privacy, 
secure server, secure payment mechanism, antivirus software, firewall and 
authentication is 3.69, 4.29, 4.26, 4.54, 4.23, 4.09 and 4.37 respectively. These criteria 
measure security and privacy. Secure payment mechanism and authentication are two 
important standards which decide the success of website design. Website designers 
and companies should use antivirus software and firewalls and secure servers to 
resolve the security problem. Security and privacy can decide the success of different 
applications of eCommerce websites. Via resolution of security and privacy, 
customers can use different strategies to select what they want and purchase their 
needed products and services. Security problems can lead to different communication 
barriers and hinder the success of browsers when customers are searching for 
information. 
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When eCommerce website designers use computer and networking, they may face 
different attack on their computers, which will destroy and corrupt databases and 
networks and the computer itself.   
 
To protect the security of any interaction performed online between the business and 
users, security measurement is very important to maintain customer loyalty to the 
business as well as the public business image. The latest technologies, such as secured 
HTTP (HTTPS) using Secure Socket Layer (SSL) to encrypt data transferred between 
client and host should be considered, especially for critical transactions which involve 
sensitive data (Anil, et al, 2003, Au, 2001, Ball, 2001, Bigne, Ruiz & Sanz, 2007). It 
is also important to notify users about the use of security measurement in accessing 
e-Commerce websites so that they are aware that data is protected when using online 
products and services (Boyd, 2006, Brooks, Kettel & Hansen, 2005). 
 
 
4.2.13 Transaction Process and Volume 
According to further quantitative data, this section outlines and analyses the statistics 
of determination about whether transaction is a success factor for transactional 
eCommerce websites and the rate of features for this factor.  
 
4.2.13.1 Determination of Transaction Process and Volume 
Table 4.18 describes the statistics of determination about whether transaction 
process/volume is a success factor for transactional eCommerce success.  
 
Table 4.18  
Determination statistics of transaction process and volume to transactional 
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eCommerce success  
 
 
 
The research findings show that 48.6% and 40.0% strongly agree or agree that 
transaction is a critical factor that can determine eCommerce website success. 
eCommerce website designers can save their transaction cost. When customers decide 
to purchase products from an eCommerce website, they can make effective 
transaction cost reduction. They can easily find catalogues and save physical costs 
from an eCommerce website because they do not need to spend time to make 
effective transaction cost control and reduction. According to (Petrea, et al., 2006), a 
transactional website is a website where customers can purchase services or goods. 
Business organizations can run their business from an online shop. Transactional 
websites can be viewed from anywhere in the world with less costs so accessibility is 
the biggest advantage. Users may enter a website 24 hours a day 7 days a week. 
However, transactional websites can have computer crashes and network problems 
which may stop trading. Breaches of security also lead to different problems. These 
problems can mean that users have difficulty contacting a business.  
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4.2.13.2 Rate the Features of Transaction Process/Volume 
Table 4.19 describes the rate of features of eCommerce website transaction.  
 
Table 4.19  
Rate of features of eCommerce website transaction process/volume 
 
 
 
The criteria for transaction are site support for secure credit card transaction, different 
payment methods that create rules and policy for sellers and buyers, and trade volume. 
The research findings show that the rating average of the site support secure credit 
card transaction, different payment methods, creating rules and policy for sellers and 
buyers and trade volume is4.20, 4.20, 4.14 and 3.97 respectively. The site support of 
secure credit card transaction can help website designers and companies to reduce 
risks. It can make for effective management and reduce different privacy and security 
problems. The site support of secure credit card transaction can bring convenience and 
success for customer payment and transaction. Most eCommerce website designers 
are concerned about payment safety problems and security barriers. The site support 
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of secure credit card transaction ensures safety and security management. Different 
payment methods can also measure transactions. Customers can use different methods 
to have effective management and control. Customers also can select different 
payment methods in order to ensure safety management and security. Designers and 
ECommerce companies should create rules and policy for sellers and buyers that can 
ensure the security of the eCommerce website. They should also use these rules and 
policies to regulate people’s behavior and make effective supervision. Trade volume 
also decides the success of transactions.  
 
A transactional eCommerce website is all about eCommerce service with transactional 
business activities, such as online payment. The researcher sets its thesis research 
scope to investigate success factors of transactional eCommerce website with both 
technical and business perspectives. This section introduces examples of some 
popular transactional websites (Daniel, & Ward, 2006, Delone & McLean, 1992).   
 
 
4.2.14 Shopping Process 
According to further quantitative data, this section outlines and analyses the statistics 
of determination about whether shopping experience is a success factor for 
transactional eCommerce website and the rate of features for this factor.  
 
4.2.14.1 Determination of Shopping Process 
Table 4.20describes the statistics of determination about whether shopping process is 
a success factor for transactional eCommerce success.  
 
Table 4.20 
Determination statistics of shopping process to transactional eCommerce success. 
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The research findings indicate that 34.3% and 60.0% respondents strongly agree or 
agree that shopping process is a critical factor that can determine eCommerce website 
success on its own. Shopping experience can be measured by equality for the shopper 
who wishes to browse and for the one who wants to find an item and get out. Website 
designers and companies should focus on understanding of language and be 
jargon-free. The availability of additional information to support the customer also 
can measure the success of eCommerce website designers and companies.  
 
4.2.14.2 Rate of Features of the Shopping Process 
Table 4.21 describes the rate of features of the eCommerce website shopping process.  
 
Table 4.21 
Rate of features of the eCommerce website shopping process. 
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The research findings show that the rating average of the delivery process, ease to get 
a refund, easy to use shopping cart, ease of deletion and addition for items from the 
shopping card, ease of viewing the contents from the shopping cart, an obvious click 
path to the cash register, production inventory and availability of information and 
customer rating and recording system is 4.09, 4.40, 4.00, 4.23, 4.14, 4.11, 4.31 and 
4.06 respectively. Delivery process accounts for over 80% for researcher selection.  
 
4.2.15 Technical Support 
According to the further quantitative data, this section outlines and analyses the 
statistics of determination about whether technical support is a success factor for 
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transactional eCommerce websites and the rate of features for this factor.  
 
4.2.15.1 Determination of Technical Support 
Table 4.22 describes the statistics of determination about whether technical support is 
a success factor for transactional eCommerce success.  
 
Table 4.22  
Determination statistics of technical support to transactional eCommerce success  
 
 
 
The research results show that 31.4% and 53.3% respondents strongly agree or agree 
that technical support is a critical factor that can determine eCommerce website 
success, so technical support can determine the success of eCommerce websites. The 
criteria for technical support are availability of site map, customer online help, 
discussion board, user guide, FAQ and contact details.  
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4.2.15.2 Rate the Features of Technical Support 
Table 4.23 describes the rate of features of eCommerce website technical support.  
 
Table 4.23  
Rate of features of eCommerce website technical support.  
 
 
 
Technical support can identify different variables for measurement of technical 
support. These variables are availability of site map, customer online help, discussion 
board, user guide, FAQ and contact details. The research findings indicate that the 
rating average of availability of site map, customer online help, discussion board, user 
guide, FAQ and contact details are 3.44, 3.85, 3.56, 3.56, 3.71 and 4.21 respectively.  
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4.2.16 Main reasons for not visiting an eCommerce website 
According to the further quantitative data, this section outlines and analyses the 
statistics of the main reasons for not visiting an eCommerce website.  
 
Table 4.24  
Main reasons for not visiting an eCommerce website  
 
 
 
Different reasons influence the selection of a website for different users. The research 
findings show that the main reasons for users not to visit or make a purchase from an 
eCommerce website are poor site popularity, poor performance and usability, low 
level security and privacy, lower level security and privacy, poor website design and 
content, bad transaction, less shopping experience and lack of technical support. The 
findings indicate that the percentage of poor site popularity, poor performance and 
usability, low level security and privacy, poor website design and content, bad 
transaction, less shopping experience and lack of technical support is 33.3%, 11.1%, 
55.6%, 22.2%, 44.4%, 22.5% and 44.4% respectively. Lower level security and 
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privacy accounts for the highest proportion. Low level security and privacy influences 
selection of an eCommerce website. Poor site popularity is one of the important 
reasons which influence selection of users of different eCommerce website. Poor 
performance and usability leads to high customer dissatisfaction. Poor website design 
and content also influences selection. Inappropriate transactions may lead to high 
credit problems. Less shopping experience will impact on selection and lack of 
technical support brings different problems.   
 
4.2.17 Email attitude 
According to further quantitative data, this section outlines and analyses the statistics 
of email attitude.  
 
Table 4.25  
Email attitudes  
 
 
 
The research findings indicate that 63.6% respondents would like more information to 
be sent by the researcher in order to understand relevant information.  
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4.3 Interview Data, Analysis and Findings 
This section outlines and analyzes the data gathered from 8 interviewees. The 
researcher has separated the views and perspectives of eCommerce academic 
researchers, developers and business owners.  
 
4.3.1 Academic Researcher’s Perspectives 
This section outlines and summarizes the data gathered from two academic 
researchers. Although academic researchers are not major stakeholders of eCommerce 
website development and use, this group of people has potential knowledge in the 
field, and they are considered as a group of people who can answer the research 
question of this thesis study.  
 
According to the two academic researchers’ given data, the researcher of this thesis 
has summarized their opinions about determining whether the 10 factors identified 
from the literature are success factors for transactional eCommerce websites. The 
results are presented in Table 4.27 below. 
 
Table 4.27 
Success Factors Determination in Researcher’s perspectives 
 1 2 3 4 5 6 7 8 9 10 
A Y Y Y Y Y Y Y Y Y Y 
B  Y Y  Y  Y Y  Y 
 
1. Site popularity  
2. Website profit  
3. Usability Performance  
4. Security and privacy  
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5. Website design  
6. Website content  
7. Transaction process and volume 
8. Shopping process  
9. Technical support  
10. System development  
 
Moreover, the researcher has summarized the qualitative data gathered from two 
interviews with these two participants, which is shown in the following table.  
 
Table 4.28 
Qualitative Data gathered from Interviews – Researcher’s perspective 
Interview 
Questions 
Researcher Answer 
1 Question Do you have more to add to the answers in the given 
questionnaire? 
1 A No 
1 B No 
2 Question In the potential success factors given in the questionnaire, 
what factors do you think influence eCommerce website 
owners? 
2 A Content 
2 B Website popularity and Website profit 
3 Question For those items you have given the highest score, could you 
please explain why you believe it is an important factor that 
drives eCommerce website success? 
3 A Popularity content, etc. that’s what attract people to go to the 
website 
3 B Content is most important for user. Profit is simply the first 
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important to any business. 
4 Question For those items you have given the 2nd highest score, could 
you please explain why you believe it is an important factor 
that drives eCommerce website success? 
4 A Popularity content, etc. that’s what attracts people to go to the 
website 
4 B None 
5 Question For those items you have given the lowest score, could you 
please explain why you don’t believe it is an important factor 
that drives eCommerce website success? 
5 A Because it is normally easier to achieve 
5 B None 
6 Question How will user behavior influence successful eCommerce 
websites? Please justify your answers. 
6 A Consumer is everything for the business.  
6 B Portal (Google) and links. 
7 Question Previous research suggests that using website popularity, 
business benefits and managerial satisfaction can measure 
eCommerce success, do you agree? In your opinion, what 
variables will be useful for measuring? Please justify your 
answer. 
7 A Agree. Number of visits and customers 
7 B Yes, I agree. Awareness of product, public relations and sales 
increase. 
8 Question What will be the future trend of transactional eCommerce 
websites? 
8 A No idea 
8 B Price comparison and Trace user behavior. 
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From the given data shown in table 4.28, the researcher has summarized the following 
themes, which will be discussed in Chapter5 – Discussion. 
 
 Factors that influence business owners 
 Factors with the most impact on transactional eCommerce website success 
 User behavior and impact on transactional eCommerce website success 
 Main variables to measure transactional eCommerce website success 
 Future trend of transactional eCommerce websites 
 
4.3.2 System Developer’s Perspectives 
This section outlines and summarizes the data gathered from three eCommerce 
website developers. The website developer has the responsibility to design and 
implement transactional eCommerce websites. They have a vital role to ensure the 
design, content, usability and other performance issues of the deployed eCommerce 
solution and service. They are the creator and quality controller for the transactional 
eCommerce website, and their effort and work can significantly influence 
transactional eCommerce success.  
 
According to three eCommerce developers’ given data, the researcher has summarized 
their opinions about determining whether the 10 factors identified from literature are 
success factors for transaction eCommerce websites. The result is presented in Table 
4.29 below. 
 
 1 2 3 4 5 6 7 8 9 10 
A Y  Y  Y Y Y  Y Y 
B   Y Y Y Y  Y   Y 
C Y Y Y Y Y Y Y Y Y Y 
 
 109 | P a g e  
 
1. Site popularity  
2. Website profit  
3. Usability Performance  
4. Security and privacy  
5. Website design  
6. Website content  
7. Transaction process and volume  
8. Shopping process  
9. Technical support  
10. System development  
 
Moreover, the researcher has summarized the qualitative data gathered from three 
interviews with the eCommerce website developers, and this data is shown in the 
following table.  
 
Table 4.30 
Qualitative Data gathered from Interviews – Developer’s perspective 
Interview 
Questions 
Developer Answer 
1 Question What are the usual technical requirements of developing an 
eCommerce website? 
1 A Utilizing mainstream technologies, System reliability, 
User friendly UI, fast page loading, Being generally bug-free, 
back up, Up- to- date documentation 
1 B Networking knowledge (HTTP, HTTPS, host-client 
communication) 
Database knowledge 
Scripting knowledge (JavaScript) 
Programming knowledge 
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Hardware capability knowledge 
1 C The developer need to master one or more language like PHP, 
JAVA and .Net 
2 Question What is the process of developing a transactional eCommerce 
website? 
2 A Standard SDLC 
2 B Common software development processes can be adopted to 
develop a transactional eCommerce website. However, data 
integrity must be ensured through the entire development 
process.  
2 C You need a team to finish the work. This kind of development 
usually follows the waterfall model.  
3 Question What software and hardware are you using to develop an 
eCommerce website? 
3 A SQL server (2000 & 2005), Visual Studio 2005/2008/2010. 
ASP.NET, Storage Network+ Virtual Network 
3 B The development projects I came across usually are based on 
Microsoft Windows platform.  
3 C Visual Studio2010 and a PC could run it. 
4 Question How does system development influence the success of an 
eCommerce website? 
4 A Not sure what exactly system development refers to in this 
case. However, typically, user requirement analysis and project 
scoping is a fist import step in a website development. 
4 B It is about the process of the website development.  
4 C The influence is concentrated in two areas: the look of the 
website and the feel. 
5 Question What are the critical factors for successful development of an 
eCommerce website from technical perspectives? Please 
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justify your answers. 
5 A Require discussion, thorough UAT and feedback, etc.  
5 B Usability 
Data Integrity 
Timeframe 
Requirement Sign-off 
5 C They are loading time and security 
6 Question What’s the most important factor do you think can influence 
successful eCommerce websites from a technical perspective? 
Please justify your answer. 
6 A A hard question - as everything seems important. If only one 
choice, I would say it is user. 
 Project scope 
 Project cost 
 Final UAT 
 User Friendly 
 Word of mouth 
6 B Scalability 
Availability 
6 C The most important factor is security 
7 Question What will be the future development technique of 
transactional eCommerce website? 
7 A To be a bit specific (as I develop website using ASP.net), I 
hope MVC technique may become more popular in the future 
7 B Outsourcing will become the main player. Think about the 
current modules, such as PayPal, Google Checkout, and 
Amazon etc.  
In the future, more components, such as shipping, listing, 
account management and other modules of a transactional 
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websites will be supplied on demand 
7 C Cloud computing 
 
From the given data shown in table 4.30, the researcher has summarized the following 
themes, which will be discussed in Chapter5 – Discussion. 
 
 Technical requirements for transactional eCommerce website development 
 Process of transactional eCommerce website development 
 Software and hardware for transactional eCommerce website development 
 System development and impacts to transactional eCommerce website success 
 Most important factors to influence transactional eCommerce website success 
 Future Trend of transactional eCommerce websites 
 
4.3.3 Business Owner’s Perspectives 
This section outlines and summarizes the data gathered from three eCommerce 
website owners. Website owners have the responsibility to manage and maintain the 
transactional eCommerce website. They expect that the developed eCommerce 
website and the deployed service will bring business revenue to them. From their 
perspectives, users should be severed well and positive business profits generated.  
 
According to the three eCommerce business owners given data, the researcher has 
summarized their opinions about determining whether the 10 factors identified from 
literature are success factors for transaction eCommerce website. The result is 
presenting in Table 4.31 below. 
 
 1 2 3 4 5 6 7 8 9 10 
A   Y Y  Y  Y  Y Y 
B Y  Y Y Y Y Y Y Y Y 
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C  Y Y Y Y Y Y Y Y  Y 
 
1. Site popularity  
2. Website profit  
3. Usability Performance  
4. Security and privacy  
5. Website design  
6. Website content  
7. Transaction process and volume 
8. Shopping process  
9. Technical support  
10. System development  
 
Moreover, the researcher has summarizes the qualitative data gathered from three 
interviews with the eCommerce website owners, the data is shown in the following 
table.  
 
Table 4.32 
Qualitative Data gathered from Interviews – Business Owner’s perspective 
 
Interview 
Questions 
Business 
Owner 
Answer 
1 Question Do you have more to add to the answers in the given 
questionnaire? 
1 A NO 
1 B NO 
1 C NO 
2 Question In the potential success factors given in the questionnaire, 
what factors you think are influencing eCommerce website 
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owner? 
2 A Site popularity and security 
2 B Availability, security, delivery speed and customer service 
2 C Website profit, Transaction and Shopping process, Security and 
Privacy, Website popularity 
3 Question For those items you have given the highest score, could you 
please explain why you believe it is an important factor that 
drives eCommerce website success? 
3 A Site popularity 
Security 
3 B Security and availability 
Regular maintenance 
Trust 
Website popularity 
Web design  
Transaction and shopping process 
3 C Website popularity 
Security 
System development 
Web profit 
4 Question For those items you have given the 2nd highest score, could 
you please explain why you believe it is an important factor 
that drives eCommerce website success? 
4 A Usability 
Web Design 
Transaction and Shopping process 
Technical support 
4 B I think content and system development are second most 
important 
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4 C Web design 
Content 
5 Question For those items you have given the lowest score, could you 
please explain why you don’t believe it is an important factor 
that drives eCommerce website success?  
5 A Although I gave system development a low score, it doesn’t 
mean it is not important. It’s just because we value customer 
response, site hits and sales relatively more 
 
Web profit 
5 B In my opinion, almost all factors in the questionnaire seem to 
be useful 
5 C None 
6 Question How long have you or your company launched / managed an 
eCommerce website? 
6 A About six years 
6 B Two years 
6 C Half a year 
7  Question How will business and technology alignment influence 
successful eCommerce websites? Please justify your answers. 
7 A Business and technology alignment influence successful 
eCommerce websites since they help in improving shopping 
process, usability, secure transactions and keeping up with the 
market trends.  
7 B Business and technology are very important. Iphone and 
Android software are commonly used. Many people start to 
shop by their mobiles 
7 C E-commerce website is the new trend. No market cost, no 
regional restriction, small businesses will be able to engage in 
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international trading 
8 Question Would the transaction volume have an impact on the success 
of your eCommerce website and how? 
8 A Absolutely! There must be a problem if the trading volume is 
too small 
8 B I personally think transaction volume and a website success are 
positively correlated 
8 C Definitely! Transaction volume reflects the commercial value 
of a web site 
9  Question How will user behavior influence successful eCommerce 
websites? Please justify your answers. 
9 A Search engine and Shopping experience. 
9 B No idea. 
9 C I don’t know 
 
 Factors influence business owners 
 Factors with most impact on transactional eCommerce website success 
 Factors with least impact on transactional eCommerce website success 
 Technology-Business Alignment and impact on transactional eCommerce website 
 Transaction Volume and impact on transactional eCommerce website success 
 User behavior and impact on transactional eCommerce website success 
 
From the given data shown in table 4.32, the researcher has summarized the following 
themes, which will be discussed in Chapter5 – Discussion. 
 
4.4 Chapter Summary 
Chapter4 presents and analyzes research data (quantitative and qualitative) gathered 
from participants. There eight factors were determined by 52 participants through a 
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survey study, which will be discussed in the next chapter with more details; in 
addition to that, the eight interviewees provided comprehensive qualitative data to 
examine and explore the roles of all factors and their impacts on transactional 
eCommerce website success. From the analysis of those qualitative data, the 
researcher has summarized the following themes that will be discussed in the next 
chapter. See Table 4.33. 
 
Table 4.33 
Research Theme Summary for Discussion 
 
Perspective Themes 
Researcher & Business Owner Factors that influence business owners 
Researcher & Business Owner Factors with most impact on transactional eCommerce 
website success 
Researcher & Business Owner  User behavior and impact on transactional eCommerce 
website success 
Researcher & Developer Future Trend of transactional eCommerce website 
Researcher Main variables to measure transactional eCommerce website 
success 
Business Owner Technology-Business Alignment and impact on transactional 
eCommerce websites 
Business Owner Transaction Volume and impact on transactional eCommerce 
website success 
Business Owner Factors with least impact on transactional eCommerce 
website success 
Developer Technical requirements for transactional eCommerce 
website development (Software and Hardware) 
Developer Process of transactional eCommerce website development 
Developer System development and impacts on transitional 
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eCommerce website success 
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5. Discussion 
Based on the analysis and findings presented in the previous chapter, this chapter 
discusses the findings and results from the conducted survey and interviews, with the 
purpose of answering all research questions presented in Chapter3. This chapter 
consists of three main sections. First, the researcher outlines and discusses the results 
from Chapter 4 about how the 10 potential factors are determined by survey and 
interview participants. Second, the researcher discusses relevant issues that relate to 
and encourage transactional eCommerce websites from the data gathered from the 8 
conducted interviews. Third, the researcher discusses the categorization of all the 10 
success factors of transactional eCommerce websites.  
 
5.1 Success Factors Determination 
In this section, the researcher discusses the determination of all 10 potential success 
factors for transactional eCommerce websites analyzed in Chapter4. For each factor, 
the researcher explains the rate of determination by the participants, and also uses 
additional literature to support the features for each success factor. At the end of this 
section, the researcher outlines all determination rates for all 10 potential factors. The 
outcome of discussion in this section answers the research question: what are the 
success factors of transactional eCommerce websites?  
 
5.1.1 Site Popularity as a Success Factor 
This section discusses that site popularity is a success factor for transactional 
eCommerce websites. According to Table 4.8 in Chapter4, there are nearly 90% (34 
out of 39) participants who agree that site popularity is a success factor for 
transactional eCommerce websites. Only 1 participant shows a negative opinion and 
selected disagree or strongly disagree. Moreover, based on the summary from Table 
4.27, 4.29 and 4.31, 5 interviewees out of 8 (experts) agree that site popularity is 
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critical and relevant to transactional eCommerce success. As a consequence, site 
popularity is determined as a success factor for transaction eCommerce website in this 
thesis study.  
 
As mentioned in (Ghandour, et al., 2008), site popularity has a direct relationship with 
the success of an eCommerce website. The authors believe that successful 
eCommerce websites can generate profits for business owners, but this is significantly 
dependent on the number of users and their behaviors when using the eCommerce 
service. This opinion is also supported by Starkey, et al.(2011), who indicate that 
promotion and popularity of an eCommerce website are vital, and more importantly, 
that these two variables have a direct impact on the number of sales or transactions 
via the eCommerce website.  
 
Furthermore, (refer to table 4.9 from Chapter 4) there are three features that support 
site popularity being a success factor of transactional eCommerce website. They are: 
keeping a high daily reach, a large number of unique users and a large number of 
visitors. All of these three features receive an average rate of between 3.8 to 4.0 (the 
rate is used to measure the level of criticality of these features).This means they are 
relevant and critical to support site popularity, so they become a success factor of 
transactional eCommerce websites.  
 
It is true that daily reach of a website, number of users and visitors are critical 
variables to ensure site popularity of a transactional eCommerce website. However, as 
outlined in (Ghandour, 2010), the ultimate goal of a transaction eCommerce website 
in business perspectives, is to generate profits for business or brand owners. Thus it is 
desire to have good site popularity, but it doesn’t guarantee that the sales or profits 
generate from the transactional eCommerce website.  
 
To sum up, site popularity is a success factor for transactional eCommerce websites. 
All of the three features are relevant and critical to encourage this finding.  
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5.1.2 Usability and Performance as a Success Factor 
This section discusses that website usability and performance is a success factor for 
transaction eCommerce websites. According to Table 4.10 in Chapter4, there are 
nearly 85% (30 out of 36) participants who agree that usability and performance is a 
success factor for transactional eCommerce websites. Only 1 participant shows a 
negative opinion and selected disagree or strongly disagree. Moreover, based on the 
summary from Table 4.27, 4.29 and 4.31, there are 8 interviewees out of 8 (experts) 
who agree that usability and performance is critical and relevant to transactional 
eCommerce success. As a consequence, usability and performance is determined as a 
success factor for transaction eCommerce websites in this thesis study.  
 
As outline in Chen(2005), usability and performance of a transactional eCommerce 
website has significant impact on users and user’s satisfaction. When the author 
applies the TAM (technology acceptance model) to the use of transactional 
eCommerce websites, eCommerce website acceptance by users is measured by user 
satisfaction. In addition to that, usability and performance has been linked to trust in a 
transactional eCommerce website(Bedi & Banati, 2006). Although usability and 
performance are concerns of users, they are related to the eCommerce development 
process. Quality of usability and performance should be ensured by developers during 
the system development process (Ghandour, Benwell, & Deans, 2010). Thus, usability 
and performance have significant impacts on both user satisfaction and system 
development.   
 
Furthermore, (refer to table 4.11 from Chapter4) there are eight features that support 
usability and performance as a success factor of transactional eCommerce websites. 
They are: load speed, browsing consistency, easy to read and understand, clear and 
logical navigation choice, easy to use navigation, easy to use search box, functionality 
and error notices. All of these right features receive an average rate above 3.9 (the rate 
is used to measure the level of criticality of these features), which means they are all 
relevant and critical to support usability and performance becoming success factors of 
transactional eCommerce websites. In particular, participants gave an average rate of 
4.39 to the variable easy to search box. This is a very high score, which means this 
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variable is of most concern to eCommerce users. As a consequence, it is 
recommended to eCommerce developers that they should pay more attention to this 
factor while designing or implementing a transaction eCommerce websites, in order to 
ensure the website’s usability and performance, as well as archiving users’ 
satisfaction.    
 
It is true that all of the above eight features are critical variables to ensure the website 
usability and performance of a transactional eCommerce website. In particular, load 
speed can be determined by the performance of internet bandwidth (from the Internet 
service provider) or system development process. All other 7 features can be ensured 
through system design and development. According to the rate given by participants, 
easy to understand, easy to use navigation and functionality of the transaction in 
eCommerce websites have a high rate at 4.14, and system developers should also be 
aware of how these variables can be ensured during the system development process.   
 
To sum up, usability and performance is a success factor for transactional eCommerce 
websites. All of the eight features discussed above are relevant and critical to 
encourage this finding. 
 
5.1.3 Design as a Success Factor 
This section discusses that website design is a success factor for transaction 
eCommerce websites. According to Table 4.12 in Chapter4, there are more than 85% 
(31 out of 36) participants who agreed that design is a success factor for transactional 
eCommerce websites. Only 1 participant shows negative opinion and selected 
disagree or strongly disagree. Moreover, based on the summary from Tables 4.27, 
4.29 and 4.31, 8 interviewees out of 8 (experts) agree that design is critical and 
relevant to transactional eCommerce success. As a consequence, design is determined 
as a success factor for transaction eCommerce websites in this thesis study.  
 
Design and implementation are two major phases of eCommerce website 
development (Lau, 2007). Design is vital for system development, because it is 
expected that all user and system requirements will be evaluated and carried out with 
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solutions during the design process of system development. System design is a 
preliminary and significant step for system implementation (Blanchard & Fabrycky, 
1990). A good plan and design encourages successful system implementation of a 
transaction eCommerce website. In this thesis study, design means the plan and 
drawing of function and content for a transactional eCommerce website.  
 
Furthermore, (refer to table 4.13 from Chapter 4) there are ten features that support 
website design to become a success factor of transactional eCommerce website. All of 
these right features receive an average rate of above 3.0 (the rate is used to measure 
the level of criticality of these features), which means they are all on average relevant 
and critical to support website design and become success factors of transactional 
eCommerce website. In particular, participants gave an average rate of 4.17 to the 
variable easy to understand the product category. This is a very high score which 
means this variable is of the most concern to eCommerce users. As a consequence, it 
is recommended to developers while designing a transactional eCommerce website to 
pay more attention to this factor, in order to ensure the website design meets the users’ 
expectation. As suggested in (P.-M. Lee, 2007), many eCommerce websites users care 
about whether they can easily find information e.g. the price of their favorite products, 
from the website. In contrast, there are two variables (usage of animated GIFs and 
expression of company image) that only received a rate lower than 3.5, so they could 
be considered as less critical in comparison to other features; however, this does not 
mean that they are not important to support website design to become a success factor 
for transactional eCommerce website.   
 
 
5.1.4 Content as a Success Factor 
This section discusses that website content is a success factor for transaction 
eCommerce website. According to Table 4.14 in Chapter4, there are nearly 90% (31 
out of 35) participants who agree that website content is a success factor for 
transactional eCommerce websites. There is no participant who shows a negative 
opinion and selected disagree or strong disagree. Moreover, based on the summary 
from Tables 4.27, 4.29 and 4.31, there are 5 interviewees out of 8 (experts) who agree 
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that content is critical and relevant to transactional eCommerce success. As a 
consequence, website content is determined as a success factor for transaction 
eCommerce websites in this thesis study.  
 
The content of an eCommerce website is usually considered as a very important factor 
to express business products and services. As outlined in Leea and Kozarb(2006), the 
quality of website content has a significant impact on eCommerce or eBusiness 
success, as content from an eCommerce website expresses and delivers the 
promotional message about the business products and services to online consumers. In 
order to sustain participants’ interest or attention when using a transactional 
eCommerce website, it is strongly recommended that websites should have timely, 
relevant and accurate website content (Hernández, Jiménez, & Martín, 2009). In some 
situations, entertaining website content such as 3D, flash or audio content can increase 
users’ interest in using the eCommerce website (Kothari & Fesenmaier, 2007).   
 
Furthermore, (refer to table 4.15 from Chapter 4) there are four features that support 
content to become a success factor of transactional eCommerce websites: qualities of 
information, good service, understanding of language, and logical presentation and 
information organization. All of these four features receive an average rate at about 
4.0 (rate is used to measure the level of criticality of these features), which means 
they are all relevant and critical to supporting content becoming a success factor of 
transactional eCommerce websites.  
 
Quality of information consists of accuracy, entertainment and relevancy. It is likely 
that users will get annoyed while browsing long useless content from a transactional 
eCommerce website. Language is another important issue of website content. As 
mentioned in He(2001), eCommerce websites should be implemented with supporting 
multiple languages in a global manner, as eCommerce is nowadays considered as a 
borderless trading environment worldwide.   
 
To sum up, content is a success factor for transactional eCommerce websites. All of 
the four features are relevant and critical to encourage this finding.  
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5.1.5 Security as a Success Factor 
This section discusses that security is a success factor for transaction eCommerce 
websites. According to Table 4.16 in Chapter4, 85% of participants agree that security 
is a success factor for transactional eCommerce websites. Only 2 participants show a 
negative opinion and selected disagree or strong disagree. Moreover, based on the 
summary from Tables 4.27, 4.29 and 4.31, 5 interviewees out of 8 (experts) agree that 
security is critical and relevant to transactional eCommerce success. As a consequence, 
security is determined as a success factor for transaction eCommerce websites in this 
thesis study.  
 
Security is very important for the success of an eCommerce website. First of all, 
password attack is common threat for eCommerce website security (Ives, Walsh, & 
Schneider, 2004). ECommerce website designers should use Password-Based Attacks 
to modify servers and conduct effective network configurations. Attackers may access 
controls and route tables to destroy different programs. ECommerce website designers 
should use Password-Based Attacks to modify data and reroute and delete different 
data for different programs and different software to defend against attackers’ evil 
purpose and bad aims. In addition to that, eCommerce website designers need to 
consider the baseline security of the eCommerce system. It is strongly recommended 
they should focus on the tremendous growth of the Internet (Paul, Karger, & Schell, 
2008). ECommerce website developers or designers should perform regular audits to 
guarantee that there is no unauthorized access within the eCommerce website 
environment in order to maintain effective management and control for business 
expansion (Gehling & Stankard, 2005). Furthermore, eCommerce website owners can 
use traffic filtering to focus on security with common tools because network 
hardening is a good method.  
 
Furthermore, (refer to table 4.17 from Chapter 4) there are seven features that support 
security to become a success factor of transactional eCommerce website: escrow 
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service, personal information privacy, secure server or hosting environment, secure 
payment mechanism, antivirus program, firewall and authentication. Apart from the 
first element, escrow service, all the other six features receive an average rate of 
above 4 (the rate is used to measure the level of criticality of these features), which 
means they are relevant and very critical to support security and they become a 
success factor of transactional eCommerce websites. From the rate, the researcher 
also finds that security is considered as an extremely important factor that drives 
transaction eCommerce success.  
 
Escrow generally refers to money held by a third-party on behalf of transacting parties, 
which is a particular feature of transactional eCommerce websites. Privacy is a 
usability issue. In addition to that, other features, such as secure payment methods, 
secure server, antivirus, firewall and authentication are all about security at network 
level, computer level and application level.  
 
To sum up, security is a very important success factor for transactional eCommerce 
websites. All of the seven features are relevant and critical to encourage this finding.  
 
 
5.1.6 Transaction Process/Volume as a Success Factor 
This section discusses that transaction process/volume is a success factor for 
transactional eCommerce websites. According to Table 4.18 in Chapter4, there are 
nearly 90% (31 out of 35) participants who agree that transaction process/volume is a 
success factor for transactional eCommerce websites. No participant shows a negative 
opinion and has selected disagree or strong disagree. Moreover, based on the 
summary from Tables 4.27, 4.29 and 4.31, 8 interviewees out of 8 (experts) agree that 
transaction process/volume is critical and relevant to transactional eCommerce 
success. As a consequence, transaction process/volume is determined as a success 
factor for transaction eCommerce websites in this thesis study.  
 
Transaction process is significantly related to the security and usability of a 
eCommerce website (Cox, 2001). In addition to that, transaction process indicates 
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whether the online consumers use the services offered from the website and make a 
payment from the website. Furthermore, transaction volume ensures whether the 
eCommerce website can act as a powerful exchange platform, help business to sell 
and promote their products and services, and generate enough business profit for the 
eCommerce website owners.  
 
Furthermore, (refer to table 4.19 from Chapter 4) there are four features that support 
transaction process/volume to become a success factor of transactional eCommerce 
websites: site support of secure credit card service, different payment methods, 
exchange rules or ACT is applied, and trade volume. All of these four features receive 
an average rate of between 3.97 to 4.2 (the rate is used to measure the level of 
criticality of these features)This means they are relevant and very critical to support 
transaction process/volume becoming a success factor of transactional eCommerce 
websites.  
 
At the present time, all transactional eCommerce websites allow users to make 
purchases or payments via the Internet with their credit card details. However, a 
secure and user-friendly payment method is essential. In addition to that, apart from 
credit card payments, a successful transactional eCommerce website should allow 
other payment methods, such as post cheque, direct debt, etc. They should have 
multiple payment methods in order to allow all kinds of online consumers with 
different behaviors to make a payment. Moreover, exchange rules should be clearly 
outlined to the website users in order to minimize arguments or misunderstanding via 
the trading process. Finally, trade volume has a direct impact on site popularity and 
profit, and those are also success factors for transactional eCommerce websites.    
 
To sum up, transaction process/volume is a success factor for transactional 
eCommerce websites. All of the four features are relevant and critical to encourage 
this finding.  
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5.1.7 Shopping Process as a Success Factor 
This section discusses that shopping process is a success factor for transactional 
eCommerce websites. According to Table 4.20 in Chapter4, there are nearly 95% (33 
out of 35) participants who agree that shopping process is a success factor for 
transactional eCommerce websites. No participant shows a negative opinion and has 
selected disagree or strong disagree. Moreover, based on the summary from Tables 
4.27, 4.29 and 4.31, 5 interviewees out of 8 (experts) agree that transaction 
process/volume is critical and relevant to transactional eCommerce success. As a 
consequence, shopping process is determined as a success factor for transactional 
eCommerce websites in this thesis study.  
 
Shopping process is the most important factor that influences users’ satisfaction when 
using a transactional eCommerce website. According to Spiekermann, Grossklags, 
and Berendt(2001), shopping process also significantly depends on other factors, such 
as usability, performance, security, content and design. In real life experience, online 
shopping process is different from retail shopping, thus system developers should also 
consider consumer behavior while doing their online shopping.  
 
Furthermore, (refer to table 4.21 from Chapter 4) there are eight features that support 
shopping process to become a success factor of transactional eCommerce websites: 
delivery process, ease of refunding, easy to use shopping cart, ease of deletion and 
addition for items from the shopping card, ease of viewing the contents from the 
shopping cart, an obvious click path to the cash register, production inventory and 
availability of information, and customer rating and record system. All of these eight 
features receive an average rate of above 4.0 (the rate is used to measure the level of 
criticality of these features), which means they are all relevant and very critical to 
support shopping process to become a success factor of transactional eCommerce 
websites.  
 
In fact, most of the features outlined above are related to the functionality and design 
of a transactional website. Thus, it is very likely that successful website design and 
functionality implementation can provide a good shopping process to online 
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consumers, with the intention of building up their satisfaction and acceptance of using 
the services offered from this transactional eCommerce website.  Everybody wants 
to gain quick delivery service because quick delivery can improve service quality. 
eCommerce companies should provide high quality service and quick delivery for 
their customers, since quick delivery can improve customer satisfaction. Ease of 
refund can also measure the shopping process. With a quick refund program and 
policy, customers also can improve their customer satisfaction. A refund policy can 
help eCommerce companies to reduce customer complaints. An easy to use shopping 
cart can also help customers to reduce transaction costs and make effective service 
quality control. An easy to use shopping cart can decide the success of customer 
selection and choice, and should make effective service quality control and quick 
delivery for the eCommerce management. Ease of deletion and addition of items from 
the shopping card is important for customer satisfaction and service quality. The 
designers of websites can design websites, which delete and add items easily. From 
the shopping chart, ease of deletion and addition can measure the service quality of an 
eCommerce website. Ease of viewing the contents of the shopping cart also can 
measure service quality. ECommerce websites should make viewing the contents of 
shopping carts easy, since it can measure service quality. Service quality is relevant to 
customer satisfaction, because customer satisfaction also decides customer loyalty, 
which can create high performance and high competitive advantage. An obvious click 
path to the cash register can also measure the service quality of an eCommerce 
website. Designers of eCommerce websites can create an obvious click path to the 
cash register. Production inventory is one of the important shopping processes. 
Production inventory also decides the success of eCommerce websites, since it can 
measure service quality. Availability of information also decides customer satisfaction 
when using ecommerce websites. Customer rating can measure the degree of 
customer satisfaction, so recording systems also can also measure the degree of 
customer service quality.  
 
To sum up, shopping process is a success factor for transactional eCommerce 
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websites. All of the eight features are relevant and critical to encourage this finding.  
 
5.1.8 Technical Support as a Success Factor 
This section discusses that technical support is a success factor for transaction 
eCommerce websites. According to Table 4.22 in Chapter4, 85% (30 out of 35) 
participants agree that technical support is a success factor for transactional 
eCommerce websites. No participant shows a negative opinion and has selected 
disagree or strong disagree. Moreover, based on the summary from Tables 4.27, 4.29 
and 4.31, there are 5 interviewees out of 8 (experts) who agree that technical support 
is critical and relevant to transactional eCommerce success. As a consequence, 
technical support is determined as a success factor for transaction eCommerce 
websites in this thesis study.  
 
Technical support is indispensable to provide customers with a variety of technical 
support, such as online customer service and Q&A section. Customers will easily 
switch to other websites if they cannot get their problem solved immediately. 
Therefore, it is one of the main criteria in website development. Citera and 
Beauregard (2005) think that FAQ can help customers and different browsers to 
resolve problems because FAQ puts different problems and questions, which can help 
customers to resolve their problems. Contact details can help customers to call and fax 
to website companies directly with traditional communication methods.  
 
 
Furthermore, (refer to table 4.23 from Chapter 4) there are six features that highlight 
support as a success factor of transactional eCommerce websites: availability of a site 
map, customer online help, discussion broad, user guide, FAQ, and contact details. All 
of these six features receive an average rate of between 3.44 to 4.21 (the rate is used 
to measure the level of criticality of these features).This means they are relevant and 
critical to support technical support to become a success factor of transactional 
eCommerce websites. In these features, contact details receives the highest rate at 
4.21, thus website managers should pay more attention to this particular feature in 
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order to maintain good technical support for a transactional eCommerce website.  
 
Availability of a site map can measure technical support. A site map can help 
browsers identify their contents easily because it can identify different locations and 
catalogues for using a website. Customer online help is also one of the important 
factors of technical support, since customer online help can help customers to resolve 
different problems. Discussion board is also an important technical support area. 
Browsers and users of websites can use discussion board to make effective 
communication. From an effective discussion board, customers can ask different 
questions and resolve different communication barriers. They can also ask some 
difficult questions requiring resolution concerning product and service. A user’s guide 
can help users to understand different products and services, and customers can use 
the user’s guide to resolve problems that they do not understand. 
 
To sum up, technical support is a success factor for transactional eCommerce websites. 
All of the six features are relevant and critical to encourage this finding.  
 
5.1.9 Website Profit as a Success Factor 
This section discusses that website profit is a success factor for transactional 
eCommerce websites. Since website profit cannot be measured by random users, the 
researcher refers to the outcomes summarized in Tables 4.27, 4.29 and 4.31. There are 
6 interviewees out of 8 (experts) who agree that website profit is critical and relevant 
to transactional eCommerce success. As a consequence, website profit is determined 
as a success factor for transaction eCommerce websites in this thesis study.  
 
According to John, (2004), the goal of designing and implementing a transactional 
eCommerce website is to provide a service that allows online consumers to buy or 
exchange goods and products in the manner of B2C, B2C and C2C. When the 
researcher looks at the eCommerce website stakeholders in the value-chain as 
outlined in Barnes(2002), it appears that everyone wants to receive benefits from 
using the eCommerce service. For example, brand owners want to increase their sales 
and promotion from the eCommerce website, the website owners want to receive 
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commission or charge a service fee to the users in order to generate business profits, 
and the consumers want to buy their favorite products and services in from a fast and 
effective shopping channel.    
 
To sum up, profit is a very important success factor for transactional eCommerce 
websites.  
 
 
5.1.10 System Development as a Success Factor 
This section discusses that system development is a success factor for transaction 
eCommerce websites. Since this factor cannot be measured by random users, the 
researcher refers to the outcomes summarized in Tables 4.27, 4.29 and 4.31. 8 
interviewees out of 8 (experts) agree that system development is critical and relevant 
to transactional eCommerce success. As a consequence, system development is 
determined as a success factor for transaction eCommerce websites in this thesis 
study.  
 
From the three-phases I/S success model outlined in Chapter2, eCommerce 
development is a main aspect that drives the success of an information system (the 
eCommerce website). More discussion of this factor will be available in section 5.2.8, 
5.2.9 and 5.2.10, as developers have given more qualitative data about system 
development to a transactional eCommerce website.  
 
To sum up, system development is a success factor for transactional eCommerce 
websites.  
 
5.1.11 Answer to Research Question1 
Based on the outcomes from the survey with 52 random participants (eCommerce 
website users) and 8 interviewees (eCommerce experts), this section summarizes the 
following research outcome. The discussion in this section answers research question1 of this 
 133 | P a g e  
 
thesis study -What are the critical success factors for transactional e-Commerce 
websites?  
1) Site popularity(including daily reach or unique visitors) is a critical factor that 
determines transactional eCommerce website success; 
2) Website profit to the firm is a critical factor that determines transactional 
eCommerce website success; 
3) Performance and usability is a critical factor that determines transactional 
eCommerce website success; 
4) Security is a critical factor that determines transactional eCommerce website 
success; 
5) Website design is a critical factor that determines transactional eCommerce 
website success; 
6) Website content is a critical factor that determines transactional eCommerce 
website success; 
7) Transaction volume is a critical factor that determines transactional 
eCommerce website success; 
8) Shopping process is a critical factor that determines transactional eCommerce 
website success; 
9) Technical support is a critical factor that determines transactional eCommerce 
website success; 
10) System development is a critical factor that determines transactional 
eCommerce website success. 
 
5.2 Issues that Encourage eCommerce Website Success 
This section discusses the findings presented in Table 4.33 in Chapter4. The research 
has outlined a range of themes taken from the 8 conducted interviewees. The themes 
discussion is mainly worked out from the eCommerce website professionals’ 
opinions.  
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5.2.1 Factors that influence Business Owners 
This section discusses factors that influence business owners from both researchers’ 
and business owners’ perspectives. 
 
According to Table 4.28 in Chapter4, academic researcherA points out that website 
content should be a significant concern of the business owner; whereas participant B 
points out business owners should be more concerned about website popularity and 
profit.  
 
On the other hand, according to table 4.32, business ownerA states that site popularity 
and security are the most important factors that business owners should be concerned 
with. BusinessB has a different opinion and he believes that business owners should 
be aware of website availability, security, delivery speed and customer service 
(technical support). Furthermore, business ownerC states that business owners should 
consider profit, transaction process/volume, shopping process, security, and website 
popularity as important factors.  
 
This shows that results from the researchers’ perspective and business owners’ 
perspective are not exactly the same in terms of looking at factors influencing 
business owners. In fact, business owners are very keen to work out how much benefit 
or profit the eCommerce website can generate for them, or how much sales have 
increased since they have started using transactional eCommerce service (Simmons, 
Armstrong, & Durkin, 2008; Yuan & Zhang, 2003). In addition to that, website 
popularity is vital because it can directly indicate whether the transactional website is 
user accepted or satisfied (Ferreira, Goncalves, & Babo, 2011). Apart from that, all 
other factors such as security, performance, shopping process, transaction 
process/volume and technical support are factors that may influence users’ 
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satisfaction.  
 
To sum up, business owners are concerned about website profit, site popularity and 
other factors that influence users’ acceptance and satisfaction.  
 
5.2.2 User Behaviors and Impacts 
This section discusses how user behaviors influence transactional eCommerce website 
success from both researchers’ and business owners’ perspectives.   
 
In Table 4.28 in Chapter4, researcher A mentioned that “Costumer is everything for 
the business.” It is true that all value-based stakeholders should server consumers 
well, because consumers’ are the party who spend money to use the transactional 
eCommerce website, and to generate business profits to the website owner and brand 
owners. Researcher B said: “Portal (Google) and links”, it is very likely that web 
portal and links can attract online consumers’ attention and then they will start using 
the eCommerce website and service.  
 
Apart from that, when the researcher looks at how user behavior influences 
transactional eCommerce websites from Table4.32, there is no comment given by 
business owners A and B, but business owner C has stated that: “Search engine and 
Shopping experience”. It is very interesting that the participant has also agreed that 
search engine (from website functionality design) and shopping experience (a success 
factor) have impact on user behavior. Moreover, these variables are actually driving 
user acceptance and satisfaction of transactional eCommerce websites.  
 
5.2.3 Future Trends of Transactional eCommerce Websites 
This section discusses the future trend of transactional eCommerce website success 
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from both researcher’s and developer’s perspectives.   
 
According to Table 4.28 from Chapter4, there is no comment given by researcherA, 
however researcherB said that “Price comparison and Trace user behavior” is the 
future trend of transaction eCommerce websites. It is true that if two transaction 
eCommerce websites are providing the same kind of services to online consumers, 
apart from service provision, price competition will be the next task. For example, 
website owners can charge less commission to sellers or advertisers, or offer special 
online sales for particular products or services. Also, as outlined in Srinivasan and 
Anderson(2002), price competition has a direct impact to consumer loyalty. As a 
result, price strategy should be taken good care of in future transactional eCommerce 
website deployment, because consumers are most of the time price driven. It is very 
likely that online consumers will enjoy shopping on an eCommerce website if they 
can spend less money to purchase the same product or service. Moreover, trace user 
behavior is another factor that can be considered in future transitional eCommerce 
deployment. As mentioned in Agichtein, Brill, and Dumais (2006), system 
development at the present time is applying the knowledge of decision support 
systems or system intelligence to track and trace user behaviors when using an 
eCommerce website, for instance, shopping behaviors or searching behaviors.   
 
Apart from this, when the researcher reviews developers’ perspectives on the future of 
transactional eCommerce websites from Table4.32, developerA states that he expects 
that the requirement of transactional eCommerce website development process will be 
more specific, as he is a developer using asp.net. DeveloperA also said that“I hope 
MVC technique may become more popular in the future.” According to Xu & 
Fan(2007), MVC is a development framework for asp.net system developers, and it is 
recognized as an implementation of the model-view-controller pattern. DeveloperA 
hopes that this tool will become more specific and popular in the near future so that it 
can maximize the development productivity of transactional eCommerce websites.  
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In addition to this, DeveloperB mentioned that “Outsourcing will become the main 
player. Think about the current modules, such as PayPal, Google Checkout, and 
Amazon etc”. In the future, more components, such as shipping, listing, account 
management and other modules of a transactional websites will be supplied on 
demand. Also, more and more outsourced online service will be engaged. He also 
mentioned that “the system development tools are now providing subscriptions of 
some common features that a transactional website should have in these websites.” 
The advantage is obvious – developers do not have to develop these components. 
Rather, they will just use the API supplied by the suppliers and the features will be 
there. In the future, more components, such as shipping, listing, account management 
and other modules of a transactional websites will be supplied on demand, which 
means developers can simply integrate these components from various suppliers when 
they want them, further shortening the development timeframe and minimizing the 
maintainability of a website. 
 
Furthermore, developerC mentioned the term cloud computing, which is the next 
generation network platform for digital traffic and communication. In the future, 
perhaps all internet traffic and applications, such as eCommerce website services will 
be deployed over the cloud (Jaegera, Linc, & Grimescd, 2008). Thus it is 
recommended that future transactional eCommerce website development should work 
towards to the requirements of cloud computing.  
 
 
5.2.4 Variables to measure Transactional eCommerce 
website Success 
This section discusses the variables to measure transaction eCommerce website 
success from a researcher’s perspective. Previous research suggests that using website 
popularity, business benefit and consumer satisfaction to measure eCommerce success, 
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and both researcher A and B agree with this statement. According to table 4.28 from 
Chapter4, Researcher A said: “Agree. Number of visits and customers”. In fact, the 
number of visits and website users is driven by website popularity. If a website 
becomes more popular and well known, it is likely that the transaction volume or 
sales via this eCommerce website will increase. This is also supported by Researcher 
B’s opinion: “Yes, I agree. Awareness of product, public relation and sales increase.” 
 
The three outlined factors that have a direct impact to encourage the success of a 
transactional eCommerce website are: website popularity, website profit and site 
popularity. Also, they are essentially related to each other. For example, if a website 
becomes more popular, more people will use it and make a purchase via the website. 
As a result of their satisfaction, more profit or sales will be generated. In addition to 
that, if businesses or website owners make more money from the transactional 
eCommerce website, they will spend more of their budget to develop new features or 
functions on the website, or offer promotions (e.g. reduce the price offering) to 
consumers in order to raise their satisfaction level while shopping on the transactional 
eCommerce website.  
 
5.2.5 Technology-Business Alignment and Impacts 
This section discusses how technology-business alignment impacts on the success of 
transactional eCommerce websites from business owners’ perspectives. 
 
In Table 4.32 from Chapter4, business owners have provided their views on how 
technology-business alignment impacts transitional eCommerce website success. 
Business OwnerA said: “Business and technology alignment influences successful 
eCommerce website since they help in improving shopping process, usability, secure 
transaction and keeping up with the market trend.” As also outlined in Amadi(2004), 
the eCommerce website itself is an end product from the technology-business 
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alignment. The use of eCommerce has significantly changed the trading environment 
or shopping behavior of consumers, and eCommerce now has become more popular 
and well accepted by consumers. 
 
In addition to this, business ownerB pointed out that “Business and technology are very 
important. Iphone and Andorid software are commonly used. Many people start to shop by 
their mobiles.” The example given by this participant is interesting; this is a new leap 
forward. Websites without new technology will be eliminated. New technology enable 
new features or functions on a transactional eCommerce website, with better influence 
or a positive impact on performance, usability, design, and security. 
 
Furthermore, business ownerC stated: “E-commerce website is the new trend. No market 
cost, no region restriction, small businesses will be able to engage in international trading.” 
In fact, the researcher slightly disagrees with this statement. Yes, eCommerce website is a 
new trend of business activities, but it does require costs to develop, manage and maintain it. 
As also outlined in Poona and Swatmanb(1999), the eCommerce business environment does 
indeed provide huge opportunities to small businesses worldwide. This is the benefit of the 
combination of business and technology. 
 
5.2.6 Factors with Most Impacts 
This section discusses factors that have most influence on transactional eCommerce 
success from both researchers’ and business owners’ perspectives. 
 
Table 5.1 
Researchers’ and business owners’ perspectives on factors with most impacts. 
Participants Comments 
Researcher A Popularity  
Researcher B Content and Profit 
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Business Owner A Popularity, security, 
Business Owner B Security, availability, maintenance, trust, popularity, 
design, transaction and shopping process  
Business Owner C Website popularity, security, system development, web profit 
 
It is very interesting to find out that popularity has been outlined by 4 participants out 
of 5, as mentioned by Researcher A (refer to Table 4.28): “popularity is what attracts 
people to go to the website”. In addition, Researcher B stated: “Content is most 
important for user. Profit is simply the first importance to any business.” True, if a 
website is popular and most of people are using it, it is likely that other online 
consumers would like to do shopping there as well. Content is important to users 
because it expresses the product and service as well as the promotional message to 
online users. Website profits are the ultimate goal for all value-based stakeholders in 
eCommerce website value-chains.  
 
From business owner’s perspective, (refer to Table 4.32) business owner A mentioned 
that:“site popularity determines the potential scale of the company.” It is the key 
factor affecting the result of promotion and selling strategies. He also mentioned that 
“security is very important for consumers and operators.” It is true that security 
maintains a healthy trading environment via the eCommerce website. People will be 
scared of using eCommerce services without having a good level of security 
protection (Gehling & Stankard, 2005).  
 
The following statements describe the most critical factors that business ownerB has 
mentioned. We pay more attention to a website’s security and availability, so regular 
maintenance is also needed(Wei & Zhang, 2009). Customers will only shop at a safe 
website which they trust(Corbitt, Thanasankit, & Yi, 2003). Sites will loss enormous 
capital and users if the system is hacked. (Refer to Table 4.32)Moreover, in order to 
explain website popularity, business ownerB said: “Hitting rate is very important for 
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all websites, obviously including commercial websites”. For web design, the first 
thing visitors see at a site is the web design. Simple operation, complete directory and 
efficient search engine are necessary. In addition, the design must be based on 
consumer’s aspect, consider the age and education differences among different users, 
and the operation page should not be too complicated(Wen & Chen, 2001). Business 
ownerB also stated: “Transaction and shopping process, as what I mentioned above, 
the transaction page must be safe and user-friendly., After services such as delivery 
speed and refund guarantee are also important.” 
 
Finally, (refer to Table 4.32) business ownerC identified five factors with most impacts on 
transactional eCommerce success: Website popularity, security, system development, and web 
profit. The following statements describe their meaning from a business owner’s perspective. 
 
 In order to explain the meaning of website popularity and its impact, business 
ownerC said: “ more visitors can generate more business.” 
 In order to explain the meaning of usability and its impact, business ownerC 
said:“essential criteria”. 
 In order to explain the meaning of security and its impact, business ownerC said: 
“A lot of customer information and monetary transactions are involved. Security 
is obviously an important factor.” 
 In order to explain the meaning of system development and its impact, business 
ownerC said: “timely update to new website techniques can greatly improve its 
services and functions, in order to fulfil customers’ needs.” 
 In order to explain the meaning of website profit and its impact, business ownerC 
said “we hope to provide a platform for international businessmen to promote 
and sell their products in this website. But of course we can provide them with 
better services and functions if the site can generate profit for us.” 
 
To sum up, although not all factors were mentioned and explained in this section, the 
10 studied factors in this thesis study should be given high attention in transactional 
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eCommerce development and deployment.  
 
5.2.7 Transaction Process/Volume and Impacts 
This section discusses how transaction process and volume can influence the success 
of transactional eCommerce websites from a business owner’s perspective. 
 
According to table 4.32, business ownerA mentioned: “There must be a problem if the 
trading volume is too small.” The participant strongly agrees that transaction process 
and volume are critical and have a significant impact on the success of transactional 
eCommerce websites. If the transaction volume is too small, the problem could be 
insufficient promotion, improper management, and misunderstanding of consumer 
need or functional problems. 
 
Moreover, business ownerB stated that: “I personally think transaction volume and 
website success are positively correlated.” This participant also shows a positive feedback to 
transaction process/volume. No matter how fancy the web page is, it can not succeed 
without customer orders. Moreover, high transaction volume implies good usability, 
and customer trust in the website’s security and popularity (T. Lee, 2005).   
 
Furthermore, business ownerC also agrees that the transaction process and volume has 
a direct impact on the success of transactional eCommerce websites. He said: 
“Transaction volume reflects the commercial value of a web site.” Great transaction 
volume means the website itself is attractive for consumers and business owners in all 
respects. They will only use it if they trust it(John, 2004). 
 
5.2.8 System Development and Impacts 
This section discusses how system development can influence the success of 
 143 | P a g e  
 
transactional eCommerce websites from a developer’s perspective. 
 
According to table 4.30, developerA mentioned: “Not sure what exactly system 
development refers to in this case. However, typically, user requirement analysis and 
project scoping is a fist import step in a website development.” It is very important 
that the system development can be conducted with the understanding of users’ needs 
and expectations. According to Anil, et al.(2003), system design and development 
have essential impact on users’ experience while using the transactional eCommerce 
website, and therefore will be influencing consumer acceptance and satisfaction.  
 
In addition to this, a developer said: “It is about the process of the website 
development.” If a suitable development process has been used, the resultant website 
should be able to cope with user requirements (Bigne, et al., 2007). This is especially 
the case for agile development methods, which suggest the importance of involvement 
of end users in the software development process. 
 
Furthermore, developerC stated that: “The influence is concentrated in two areas: the 
look of the website and feel.” This is also similar to developerA’s view; the look of the 
website means the design and presentation. True, they are influenced by system 
design and development. The feel means users’ experience and feedback and it also 
can be satisfaction or acceptance.  
 
5.2.9 Process of eCommerce Website Development 
This section discusses the process of successful transactional eCommerce website 
development from developer’s perspective. 
 
According to table 4.30, developerA said he usually followed the standard SDLC 
(software development life cycle) to develop an eCommerce website. In fact, standard 
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SDLC should always apply in system development projects, though different projects 
may have variations. 
 
In addition to that, developerB mentioned: “Common software development procesess 
can be adopted to develop a transactional eCommerce website. However, data 
integrity must be ensured through the entire development process.” It is important to 
translate requirements into a transactional design so that data integrity is maintained, 
while concurrent operations are handled correctly and effectively (Wen & Chen, 
2001). Also, due to the nature of the resulting product (website), agile development 
processes should be used to ensure stakeholder involvement in the development 
process. 
 
Furthermore, developerC said: “You need a team to finish the work. This kind of 
development usually follows waterfall model.” Although waterfall model does not meet some 
bigger size projects, developerC still mentioned this as a process model. It is true that a 
development team is necessary to perform system design, development and testing, and 
perhaps future maintenance.  
 
5.2.10 Technical Requirements for eCommerce website 
Development (Software & Hardware) 
This section discusses the technical requirements (software and hardware) of 
successful transactional eCommerce websites from developer’s perspective. 
 
5.2.10.1 DeveloperA’s Technical View 
According to Table 4.30, developerA has suggested a range of technical requirements 
for transactional eCommerce website development: 
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 Utilizing mainstream technologies 
 System reliability 
 User friendly UI 
 Fast page loading 
 Generally bug-free 
 Back up 
 Up- to- date documentation 
 
In terms of outlining software and hardware used for system development for 
eCommerce websites, developerA has mentioned: 
 SQL server (2000 & 2005) 
 Visual Studio 2005/2008/2010 
 ASP.NET 
 Storage Network 
 Virtual Network 
 
Furthermore, developerA pointed out that requirement discussion, thorough UAT and 
feedback are technical factors that also have impact on transactional eCommerce 
website success. However, we need to make sure that we are not distracted by some 
users’ irrelevant or impractical ideas, otherwise a project could lead nowhere.  
 
Through the whole website development, users may come up with different ideas, 
therefore developer needs to be proactive and fine tune each task as required 
Developers should follow the mainstream technology – there are so many 
technologies and ideas these days, but you don’t want to follow some simply because 
they look great or modern. With mainstream technology, at least you can be sure that 
the resources are always available when needed. 
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5.2.10.2 DeveloperB’s Technical View 
According to Table 4.30, developerB has outlined a range of technical requirements 
for transactional eCommerce website development: 
 Networking knowledge (HTTP, HTTPS, host-client communication) 
 Database knowledge 
 Scripting knowledge (javascript) 
 Programming knowledge 
 Hardware capability knowledge 
 
Development of a website is similar to other software development projects. However, 
website development usually involves broader technology, which also means the 
developer has to know more things before a website can be developed successfully. 
 
When outlining software and hardware used for system development for eCommerce 
websites, developerB stated: 
 “Development tool is mainly Visual Studio 2005/2008/2010 that runs on 
Windows system; 
 Databases for my projects usually involves Oracle and Microsoft SQL Server 
(2005/2008;.  
 On web hosting side, host would be IIS 6/7 mainly, and client side can vary, 
usually targeting at IE 7/8/9; 
 Safari and FireFox for maximum coverage of users; 
 On the hardware side, because the application must be running on different 
versions of Windows with a different network environment, a server with 
virtualization technology such as Windows Hyper-V is essential to the 
development process.” 
 
Furthermore, developerB has suggested a range of technical factors that may 
influence transactional eCommerce website success from his point of view. 
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 “Usability – The final product is meaningful only when it is usable by the end 
users 
 Data Integrity – Corrupted data will just destroy the entire business 
 Timeframe – Software must be delivered within timeframe 
 Requirement Sign-off – You want to deliver what the users want, and you want to 
make sure that’s what they want. You don’t want users to change their mind so 
your development plan is messed up. So you must sign off requirements to protect 
yourself and set it up as a contract.” 
 
5.2.10.3 DeveloperC’s Technical View 
According to Table 4.30, developerC mentioned that: “The developer needs to master 
one or more languages like PHP, JAVA and .Net.” In current system and business 
requirements, only one programming platform or language is no longer meeting the 
technical requirements as a system developer, thus it is required that a master 
eCommerce website developer should know more than one programming language. 
 
In terms of outlining software and hardware used for system development for 
eCommerce website, developerC suggested: 
 Visual Studio2010 
 PC could run it 
 Internet access 
This is the basic requirement for developing an eCommerce website.  
 
Furthermore, the developer pointed out two technical factors that may influence 
transactional eCommerce website success. They are loading time and security, which 
are related to performance and security. The shorter the loading time, the higher the 
customer satisfaction. Security is important, especially for eCommerce websites. 
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5.2.11 Answer to Research Question2 
This section comprehensively examines and discusses the following critical issues 
that relate to or encourage transactional eCommerce website success. Also, the 
discussion in this section answers research question 2 of this thesis study - What 
issues essentially relate to and encourage transactional eCommerce website success? 
 
 Factors influence Business Owners 
 User Behaviors and Impacts 
 Future Trend of Transactional eCommerce Websites 
 Variables to measure Transactional eCommerce website Success 
 Technology-Business Alignment and Impacts 
 Factors with Most Impacts 
 Transaction Process/Volume and Impacts 
 System Development and Impacts 
 Process of eCommerce website Development 
 Technical Requirements for eCommerce website Development (Software & 
Hardware) 
 
5.3 Success Factors Categorization 
In section 5.1, participants have determined 10 success factors for transaction 
eCommerce website success. In order to answer research Question3 outlined in 
Chapter3: how can success factors in transactional eCommerce websitesbe 
categorized? the researcher conducted a further email survey with 8 interviews 
(experts’ view), asking them to categorize those 10 success factors into three groups 
based on the 3 phases from Delone and McLean’s Information system success model 
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(Delone & McLean, 1992, 2003a):  
 
1) transactional eCommerce website development; (D in table 5.2) 
2) transactional eCommerce website use; (U in table 5.2) 
3) transactional eCommerce website impact; (M in table 5.2) 
 
It is also known that these three categories for transactional eCommerce success are 
correlated to three stakeholder groups: developers, users and business owners. Users 
are the group of people who use and pay to use the eCommerce website; developers 
are the group of people who design, implement and maintain the transactional 
eCommerce website; and last, business owners are stakeholders those who want to 
receive business profit or increase sales from users using the transactional 
eCommerce website.  
 
 Thus, the eCommerce website developer has a direct impact on and is concerned 
about success factors belonging to category 1 above – transactional eCommerce 
website development. 
 
 In addition to that, eCommerce website users have a direct impact and are 
concerned about success factors belonging to category 2 above – transactional 
eCommerce website use. 
 
 Furthermore, business owners have a direct impact on and are concerned about 
success factors belonging to category 3 above – transactional eCommerce website 
impacts. 
 
Participants’ inputs have been presented in Table 5.2 below: 
 
Table 5.2 
Participants’ input for categorizing transaction eCommerce website success factors. 
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Expert Factor 
1 
Factor 
2 
Factor 
3 
Factor 
4 
Factor 
5 
Factor 
6 
Factor 
7 
Factor 
8 
Factor 
9 
Factor 
10 
1 U M D D D D M U D D 
2 U M U U D D U U D D 
3 U M D D D D M U D D 
4 M M D U D D D U D D 
5 U M U D D D M U D D 
6 U M D D D D M U D D 
7 U M U D D D M U D D 
8 M M D U D D U U D M 
 
Factor 1: Site popularity  
Factor 2: Website profit  
Factor 3: Usability Performance  
Factor 4: Security  
Factor 5: Website design  
Factor 6: Website content  
Factor 7: Transaction process and volume  
Factor 8: Shopping process  
Factor 9: Technical support  
Factor 10: System development  
 
 D= Developer / Transactional eCommerce website development  
 U= User / Transactional eCommerce website use  
 M= Manager / Transactional eCommerce website impact 
 
From the gathered data obtained from table 5.2, and according to the rule about 
majority to reach consensus, Table 5.3 shows the most relevant category for each 
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success factor identified, determined, and examined in this thesis study.  
 
Factor Most relevant 
Category 
Result 
1. Site popularity  U 6 experts agree 
2. Website profit  M 8 experts agree 
3. Usability  D 5 experts agree 
4. Security D 5 experts agree 
5. Website design D 8 experts agree 
6. Website content  D 8 experts agree 
7. Transaction process/ volume M 5 experts agree 
8. Shopping process U 8 experts agree 
9. Technical support D 8 experts agree 
10. System development D 7 experts agree 
 
 D= Developer / Transactional eCommerce website development  
 U= User / Transactional eCommerce website use  
 M= Manager / Transactional eCommerce website impact  
 
To sum up, this section categorizes success factors for transactional eCommerce 
website success. By collaborating with 8 eCommerce website professionals, the 
researcher has found there are 6 success factors (usability/performance, security, 
design, content, technical support and system development) belonging to the category 
eCommerce development and these would be of most concern to eCommerce 
developers. In addition to that, there are 2 success factors (shopping process and site 
popularity) belonging to the category eCommerce use and these would be of most 
concern to eCommerce users. Finally, there are 2 success factors (transaction 
process/volume and website profit) belonging to the category eCommerce impact and 
would be of most concern to eCommerce business owners. 
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5.4 Chapter Summary 
In Chapter5, the researcher used the analyzed data from Chapter4 and the literature 
review to discuss all the research findings from 1) the survey study (quantitative), 2) 
the interview study (qualitative) and 3) the follow up email (quantitative).  
 
The outline and discussion in section 5.1, 5.2 and 5.3 have answered research 
questions 1 to 3. Also, all of the outcomes indicate the information to answer research 
question 4: how to measure the success of transactional eCommerce website success. 
Furthermore, the researcher would like to propose a theoretical model for measuring 
transactional eCommerce website success for future study. This is also a requirement 
and objective outlined in the introduction of this thesis. Since there is no data to 
backup this model, it is not stated in Chapter5 for discussion, but will be demonstrated 
in Chapter6.   
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6. Implications and Limitations 
This report investigates factors for transactional eCommerce website success. The 
outcome indicates that the 10 factors being examined are all relevant and critical, and 
can be determined to measure transaction eCommerce success. The researcher has 
conducted two approaches to gather both quantitative data and qualitative data to test 
the hypotheses. In the survey study, although the number of participants meets the 
requirement and scope of the thesis study, the fact that the 52 participants are chosen 
from University means they are not random samples. The chosen participants may be 
younger, and have knowledge of computing and ecommerce, which is a limitation of 
this research study. In addition to that, although 8 interviews were conducted, with 
three groups of participants (developers, business owners and researchers) they give 
different opinions on the use and development of transactional eCommerce websites. 
It is strongly recommend that further research study should show different views from 
all of these stakeholders.  
 
In a follow up step of this thesis study, the researcher sent an email to the 8 
interviewees to categorize the success factors. It was found that most participants 
agree that usability and performance, security, technical support, web design, web 
content and system development are most relevant to eCommerce development, and 
that these factors are of most concern to eCommerce developers. In addition to this, 
site popularity and shopping process are most relevant to eCommerce use and are the 
main concerns of eCommerce users. Finally, transaction volume and business profits 
are impacts of development and use of eCommerce, and they are the concerns of 
business owners. 
 
Based on the research findings and the discussion mentioned in section 5.3, the 
researcher has proposed a transactional eCommerce website success model based on 
Delone and McLean’s I/S success model, which is supported by all 10 factors that are 
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investigated in this research study. Their three phases are also connected to the three 
major eCommerce stakeholder groups: developers, users and business owners.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 6.1: Success Model for Transactional eCommerce Website 
 
There is another limitation on categorizing success factors for transactional 
eCommerce website in this thesis. The researcher has categorized the success factors 
based on 8 experts’ opinions. Although the sample size is small in this categorization 
process, since they are experts in transactional eCommerce websites, the researcher 
assumes that there is no negative impact on the accuracy of the research findings. 
 
It is very interesting to point out here, the eCommerce website success model is 
supported by the 10 success factors being explored and discussed in this thesis study. 
Moreover, these factors are categorized into three groups based on DeLone and 
McLean’s IS success model, more importantly each category is connected to a 
stakeholder group. Further investigations can collect more evidence to prove this 
proposed model, and perhaps focus on finding the correlations of all of these factors 
eCommerce website use 
 Site popularity 
 Shopping process 
 
eCommerce development 
 Usability and performance 
 Security 
 Technical support 
 Web design 
 Web content 
 System Development 
 
eCommerce website Impact 
 Transaction process 
and volume 
 Website profit 
Business Owner User Developer 
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and their level or impacts in transactional eCommerce. It is an overall presentation 
about eCommerce website stakeholders, processes and all critical success factors. In 
future research investigations, researchers can pick up relationship from this model, 
and to take further action to prove the relationship or provide in-depth discussion to 
particular success factor(s) and roles of it (them) for single category/phase, or the 
entire eCommerce website success, or the impact to a particular stakeholder group.   
 
Finally, the researcher has used some online tools and statistics result while 
identifying success factors for transactional eCommerce website. It is encouraged to 
use data mining technique to build up relationship with all potential success factors 
with the success of transactional eCommerce website, yet some of these data are 
considered as business sensitive and not reachable by the researcher. Thus, the use of 
online tools and statistics can only approve the correlations between some factors and 
the success of transactional eCommerce website. This has been outlined as a 
limitation of this thesis study.  
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7. Conclusion 
In the last 12 months, I have been worked on a thesis for Master of Computing from 
Unitec New Zealand. I do have a strong interest in investigating eCommerce success 
and my research topic, which is to examine success factors of transactional 
eCommerce websites from both business and technical perspectives. 
 
 
 
By reviewing a range of eCommerce related literature reviews, I have identified 10 
potential factors that may have an impact or would encourage transactional 
eCommerce success. After that, an empirical study has been conducted. There are two 
separate parts of the research study: first, from a survey study with 52 participants 
who are considered as transactional eCommerce website users, a range of quantitative 
data were gathered to determine whether the identified potential factors can be 
considered as success factors for transactional eCommerce website. Although system 
development and website profit are not suitable factors to be determined by users, 
qualitative data has been gathered from 8 interviews to support these findings. In 
addition to that, 8 participants (2 academic researchers, 3 eCommerce developers and 
3 business owners who run eCommerce websites) participated in this thesis study. 
There are considered as professionals in the field of transactional eCommerce 
websites. Based on their expertise and inputs, a range of potential issues that 
encourage transactional eCommerce website success have been explored and 
discussed. 
 
Furthermore, according to a follow-up email, 8 interviewees have helped to categorize 
the 10 examined success factors into three groups: transactional eCommerce 
development, transactional eCommerce use and transactional eCommerce impact.  
 
 157 | P a g e  
 
The findings and results indicate that the success factors which determine eCommerce 
development are usability and performance, security, technical support, web design, 
web content and system development process; also site popularity, and shopping 
process are factors related to the use of transaction eCommerce websites; moreover, 
transaction process and volume and website profit are the factors of concern to 
business owners and belong to the eCommerce impact category.  
 
Finally, a theoretical model of transactional eCommerce success was proposed for 
future study. It is recommended that future investigations can collect more empirical 
data to support and strengthen this proposed model. The 10 success factors have been 
categorized into three groups: transactional eCommerce development, use and 
consequences. The result also connects to three stakeholder groups of transactional 
eCommerce websites: developers, users and business owners. 
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Appendix 
A – Interview Questionnaire 
Group A: Academic Researcher 
 
1. Please fill in a brief questionnaire attached in a separated sheet first. 
 
2.  Do you have more to add to the answers in the given questionnaire? 
 
3. In the potential success factors given in the questionnaire, what factors you think 
are influencing eCommerce website owner? 
 
4. For those items you have given the highest score, could you please explain why 
you believe it is an important factor that drives eCommerce website success? 
 
5. For those items you have given the 2nd highest score, could you please explain 
why you believe it is an important factor that drives eCommerce website success? 
 
6. For those items you have given the lowest score, could you please explain why 
you don’t believe it is an important factor that drives eCommerce website 
success? 
 
7. How will user behavior influence successful eCommerce website? Please justify 
your answers. 
 
8. Previous research suggests that using website popularity, business benefit and 
managerial satisfaction to measure eCommerce success, do you agree? In your 
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opinion, what variables will be useful to measure? Please justify your answer. 
 
9. What will be the future trend of transactional eCommerce website? 
 
 
Group B: System Developer 
 
1. What are the usual technical requirements of developing an eCommerce website? 
 
2. What is the process of developing a transactional eCommerce website 
 
3. What software and hardware are you using to develop an eCommerce website? 
 
4. How the system developments influence the success of an eCommerce website? 
 
5. What are the critical factors for successful development of an eCommerce 
website from technical perspectives? Please justify your answers. 
 
6. What is the most important factor that can influence successful eCommerce 
websites from technical perspective? Please justify your answer. 
 
7. What will the future development technique of transactional eCommerce websites 
be? 
 
 
Group C: Business Owner  
 
1. Please fill in a brief questionnaire attached in a separated sheet first. 
 
2. Do you have more to add to the answers in the given questionnaire? 
 166 | P a g e  
 
 
3. In the potential success factors given in the questionnaire, what factors you think 
are influencing eCommerce website owner? 
 
4. For those items you have given the highest score, could you please explain why 
you believe it is an important factor that drives eCommerce website success? 
 
5. For those items you have given the 2nd highest score, could you please explain 
why you believe it is an important factor that drives eCommerce website 
success?? 
 
6. For those items you have given the lowest score, could you please explain why 
you don’t believe it is an important factor that drives eCommerce website 
success?  
 
7. How long have you or your company launched / managed an eCommerce 
website? 
 
8. How will business and technology alignment influence successful eCommerce 
website? Please justify your answers. 
 
9. Would the transaction volume have an impact on the success of your eCommerce 
website and how? 
 
10. How will user behavior influence successful eCommerce website? Please justify 
your answers. 
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B – Interview Mini Note (Participant’s Answer) 
Researcher A: 
 
1. Do you have more to add to the answers in the given questionnaire? 
No 
2. In the potential success factors given in the questionnaire, what factors you think 
are influencing eCommerce website owner? 
Content 
3. For those items you have given the highest score, could you please explain why 
you believe it is an important factor that drives eCommerce website success? 
Popularity content, etc. that’s what attract people to go the website 
 
4. For those items you have given the 2nd highest score, could you please explain 
why you believe it is an important factor that drives eCommerce website success? 
The same as above 
 
5. For those items you have given the lowest score, could you please explain why 
you don’t believe it is an important factor that drives eCommerce website 
success? 
Because, it is normally easier to achieve 
 
6. How will user behavior influence successful eCommerce website? Please justify 
your answers. 
Costumer is everything for the business.  
 
7. Previous research suggests that using website popularity, business benefit and 
managerial satisfaction to measure eCommerce success, do you agree? In your 
opinion, what variables will be useful to measure? Please justify your answer. 
Agree. Number of visits and customers 
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8. What will be the future trend of transactional eCommerce website? 
No idea 
 
 
Researcher B:  
 
1. Do you have more to add to the answers in the given questionnaire? 
No 
2. In the potential success factors given in the questionnaire, what factors you think 
are influencing eCommerce website owner? 
Website popularity and Website profit 
3. For those items you have given the highest score, could you please explain why 
you believe it is an important factor that drives eCommerce website success? 
Content is most important for user. Profit is simply the first important to any business. 
 
4. For those items you have given the 2nd highest score, could you please explain 
why you believe it is an important factor that drives eCommerce website success? 
 
5. For those items you have given the lowest score, could you please explain why 
you don’t believe it is an important factor that drives eCommerce website 
success? 
 
6. How will user behavior influence successful eCommerce website? Please justify 
your answers. 
Portal (Google) and links. 
 
7. Previous research suggests that using website popularity, business benefit and 
managerial satisfaction to measure eCommerce success, do you agree? In your 
opinion, what variables will be useful to measure? Please justify your answer. 
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Yes, I agree. Awareness of product, public relation and sales increase. 
 
8. What will be the future trend of transactional eCommerce website? 
Price comparison and Trace user behavior. 
 
 
Developer A:  
 
1. What are the usual technical requirements of developing an eCommerce website? 
 
Utilizing mainstream technologies, System reliability, 
User friendly UI, fast page loading, Apart from general bug-free, back up, up- to- date 
documentation 
 
2. What is the process of developing a transactional eCommerce website 
Standard SDLC should always apply, though different projects may have variation 
 
3. What software and hardware are you using to develop an eCommerce website? 
 
SQL server (2000 & 2005)  
Visual Studio 2005/2008/2010  
ASP.NET, Storage Network+ Virtual Network 
 
4. How the system development influence the success of an eCommerce website? 
 
Not sure what exactly system development refers to in this case. However, typically, 
user requirement analysis and project scoping is a fist import step in a website 
development. 
 
5. What are the critical factors for successful development of an eCommerce website 
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from technical perspectives? Please justify your answers. 
 
Requirement discussion, thorough UAT and feedback, etc.  
 
6. What’s the most important factor do you think can influence successful 
eCommerce website from technical perspective? Please justify your answer. 
A hard question - as everything seems important. If only one choice, I would say it 
is user. 
• Project scope  
• Project cost 
• Project l UAT 
• Word of mouth  
•  
7. What will be the future development technique of transactional eCommerce 
website? 
8.  
To be a bit specific (as I develop website using ASP.net), I hope MVC technique may become 
more popular in the future 
 
Developer B: 
 
1. What are the usual technical requirements of developing an eCommerce website? 
 
Development of a website is similar to other software development project. However, 
website development usually involves broader technology, which also means the 
developer has to know more things before a website can be developed successfully. 
The items usually involve: 
a) Networking knowledge (HTTP, HTTPS, host-client communication) 
b) Database knowledge 
c) Scripting knowledge (javascript) 
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d) Programming knowledge 
e) Hardware capability knowledge 
 
2. What is the process of developing a transactional eCommerce website 
 
Common software development process can be adopted to develop a transactional 
eCommerce website. However, data integrity must be ensured through the entire development 
process. 
 
3. What software and hardware are you using to develop an eCommerce website? 
 
The development projects I came across usually are based on Microsoft Windows platform. 
 
4. How the system developments influence the success of an eCommerce website? 
 
It is about the process of the website development. ss.  
 
5. What are the critical factors for successful development of an eCommerce website 
from technical perspectives? Please justify your answers. 
 
Usability  
Data Integrity 
Timeframe  
Requirement Sign-off 
 
6. What’s the most important factor do you think can influence successful 
eCommerce website from technical perspective? Please justify your answer. 
 
Scalability 
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7. What will be the future development technique of transactional eCommerce 
website? 
 
Outsourcing will become the main player. Think about the current modules, such as PayPal, 
Google Checkout, and Amazon etc.  
In the future, more components, such as shipping, listing, account management and other 
modules of a transactional websites will be supplied on demand 
 
Developer C: 
 
1. What are the usual technical requirements of developing an eCommerce website? 
 
The developer need to master one or more language like PHP, JAVA and .Net 
 
2. What is the process of developing a transactional eCommerce website 
 
You need a team to finish the work. This kind of development usually follows waterfall 
model. 
 
3. What software and hardware are you using to develop an eCommerce website? 
Visual Studio2010 and a PC could run it. 
 
4. How does system development influence the success of an eCommerce website? 
 
The influence concentrated in two areas: the look of the website and feel. 
 
5. What are the critical factors for successful development of an eCommerce website 
from technical perspectives? Please justify your answers. 
 
They are loading time and security. The shorter loading time, the higher customer 
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satisfaction. Security is important especially for eCommerce website. 
 
6. What’s the most important factor do you think can influence successful 
eCommerce website from technical perspective? Please justify your answer. 
The most important factor is security. For eCommerce website, any problem in 
security will cause serious economic loss. 
 
7. What will be the future development technique of transactional eCommerce 
website? 
Cloud computing is very hot now, and it will be the future. 
 
 
Business Owner A: 
1. Do you have more to add to the answers in the given questionnaire? 
 
NO 
 
2. In the potential success factors given in the questionnaire, what factors you think 
are influencing eCommerce website owner? 
 
I think both of the site popularity and security influence the site owner. 
 
3. For those items you have given the highest score, could you please explain why 
you believe it is an important factor that drives eCommerce website success? 
 
Site popularity determines the potential scale of the company. It is the key factor 
affecting the result of promotion and selling strategies. 
 
Security is very important for consumers and operators. This is especially for business 
websites which monetary and commodity trading are involved. Without a safe 
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environment, both customers and us will need to bear the risk of capital and product 
malversation. We really do not want it to happen. 
 
4. For those items you have given the 2nd highest score, could you please explain 
why you believe it is an important factor that drives eCommerce website success? 
 
Usability: Consumers will not choose a low availability or insufficiency functional 
site to shopping, so it is the most basic condition. 
 
Web Design: User-friendly design can not only facilitate customers to view web pages 
but also attract new customers. Personally, I like simple but functional designs. If the 
web site is too fancy or complicated, customers may find it very hard to find the right 
products. 
 
Transaction and Shopping process: I think we can treat them as a single unit. The 
delivery service of internet e-commerce website is different from other commercial 
websites. This special feature is essential. We are constantly improving our services to 
help customers find the products they want more easily and quickly. 
 
Technical support: It is indispensable to provide customers a variety of technical 
support such as online customer service and Q&A section. Customers will easily 
switch to other websites if they cannot get their problem solved immediately. 
Therefore, it is one of the main criteria in the website development. 
 
5. For those items you have given the lowest score, could you please explain why 
you don’t believe it is an important factor that drives eCommerce website 
success?  
 
Although I gave system development a low score, it doesn’t mean it is not important. 
It’s just because we value customer response, site hits and sales relatively more. 
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System development should be park of web designers’ job; it is their responsibility 
and obligation to provide the latest and greatest system for the company. 
 
Web profit: Our website is to promote and sell our own goods, so it is not a main 
source of our profit. 
 
6. How long have you or your company launched / managed an eCommerce 
website? 
 
About six years. 
 
7. How will business and technology alignment influence successful eCommerce 
website? Please justify your answers. 
 
Business and technology alignment influence successful eCommerce website since 
they help in improving shopping process, usability, secure transaction and keeping up 
with the market trend.  
 
8. Would the transaction volume have an impact on the success of your eCommerce 
website and how? 
 
Absolutely! There must be a problem if the trading volume is too small. The problem 
could be insufficient promotion, improper management, and misunderstanding of 
consumer need or functional problem. 
 
9. How will user behavior influence successful eCommerce website? Please justify 
your answers. 
 
Search engine and Shopping experience. 
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Business Owner B: 
 
1. Do you have more to add to the answers in the given questionnaire? 
 
No 
2. In the potential success factors given in the questionnaire, what factors you think 
are influencing eCommerce website owner? 
 
Availability, security, delivery speed and customer service 
 
3. For those items you have given the highest score, could you please explain why 
you believe it is an important factor that drives eCommerce website success? 
 
We pay more attention to website’s security and availability, regular maintenance is 
also needed. Customers will only shop at a safe website which they trust. We will loss 
enormous capital ad users if the system is hacked. 
 
Website popularity: Hitting rate is very important for all websites, obviously including 
commercial websites. 
 
Web design: The first thing visitor see at a site is the web design. Simple operation, 
complete directory and efficient search engine are necessary. In addition, the design 
must be based on consumer’s aspect, considering the age and education differences 
among different users, the operation page should not be too complicated.  
 
Transaction and shopping process: As what I mentioned above, the transaction page 
must be safe and user-friendly, after services such as delivery speed and refund 
guarantee are also important. 
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4. For those items you have given the 2nd highest score, could you please explain 
why you believe it is an important factor that drives eCommerce website success? 
 
I think content and system development are secondly important. Content may be the 
most important for a commercial website as their products are introduced by text or 
pictures. Technology is definitely the most important for a game site to make sure the 
stability of game loading. However, retailing websites should consider its stability, 
security and availability. 
 
5. For those items you have given the lowest score, could you please explain why 
you don’t believe it is an important factor that drives eCommerce website 
success?  
 
In my opinion, almost all factors in the questionnaire seem to be useful. A good 
business website should not only emphasize a single aspect and ignoring the other 
sides. These factors are mutually related. For example, an unsafe website or non-sense 
web page cannot attract visitor, the profit will then be less. 
 
6. How long have you or your company launched / managed an eCommerce 
website? 
 
Two years. 
 
7. How will business and technology alignment influence successful eCommerce 
website? Please justify your answers. 
 
Business and technology are very important. Iphone and Andorid software are 
commonly used. Many people start to shop by their mobiles. This is a new leap 
forward. Websites without new technology will be eliminated. 
 
 178 | P a g e  
 
8. Would the transaction volume have an impact on the success of your eCommerce 
website and how? 
 
I personally think transaction volume and a website success are positively correlated. 
No matter how fancy the web page is, it could not success without customer order. 
Moreover, high transaction volume implies good usability, customers trust on the 
websites security and popularity.   
 
9. How will user behavior influence successful eCommerce website? Please justify 
your answers. 
 
No idea. 
 
 
Business Owner C: 
1. Do you have more to add to the answers in the given questionnaire? 
No 
 
2. In the potential success factors given in the questionnaire, what factors you think 
are influencing eCommerce website owner? 
 
Website profit, Transaction and Shopping process, Security and Privacy, Website 
popularity 
 
3. For those items you have given the highest score, could you please explain why 
you believe it is an important factor that drives eCommerce website success? 
 
Website popularity: More visitors can generate more business. 
 
Usability: essential criteria, 
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Security: A lot of customer information and monetary transactions are involved. 
Security is obviously an important factor. 
 
System development: Timely update the new website technique can greatly improve 
its services and functions, in order to fulfil customers’ needs. 
 
Web profit: We hope to provide a platform for international businessmen to promote 
and sell their products in this website. But of course we can provide them better 
services and functions if the site can generate profit for us. 
 
4. For those items you have given the 2nd highest score, could you please explain 
why you believe it is an important factor that drives eCommerce website 
success?? 
 
Web design: Design is important, but it can always be updated and re-new 
. 
Content: We will just provide a platform, most of the product descriptions are edited 
by their owners. 
 
5. For those items you have given the lowest score, could you please explain why 
you don’t believe it is an important factor that drives eCommerce website 
success?  
 
No. 
 
6. How long have you or your company launched / managed an eCommerce 
website? 
 
Half a year. 
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7. How will business and technology alignment influence successful eCommerce 
website? Please justify your answers. 
 
E-commerce website is the new trend. No market cost, no region restriction, small 
businesses will be able to engage in international trading. This is the benefit of the 
combination of business and technology.   
 
8. Would the transaction volume have an impact on the success of your eCommerce 
website and how? 
 
Definitely! Transaction volume reflects the commercial value of a web site. Great 
transaction volume means the website itself is attractive for consumers and business 
owners in all aspect. They will only use it if they trust it. 
 
9. How will user behavior influence successful eCommerce website? Please justify 
your answers. 
 
I don’t know. 
 
C – Survey Questionnaire 
Part A: Demographical information of respondents 
 
1. Gender: 
 
a) Male 
b) Female 
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2. Age Group: 
 
a) 15-20 
b) 20-30 
c) 30-40 
d) 40-50 
e) 50 and above 
 
3. Education Level  
 
a) Undergraduate 
b) Bachelor  
c) Postgraduate 
d) Master 
e) PhD 
 
Part B: Behavioral information of respondents  
 
1. Have you visited any eCommerce website before?   
a) YES    
b) NO – Please go to Part D 
 
2. Have you purchased anything from an eCommerce website? 
a) YES 
b) NO 
 
3. How often do you visit an eCommerce website? 
a) Rarely 
b) Fortnightly 
c) Weekly 
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d) Daily 
e) Others, please specify _____________________________________________ 
 
 
4. Which eCommerce website is your favorite? 
a) Taobao 
b) Ebay 
c) Trademe 
d) Other, please specify _____________________________________________ 
 
 
Part C: The critical success factors for transactional eCommerce website 
 
Factor 1: Site Popularity 
 
1. Do you agree that site popularity is a critical factor that can determine 
e-Commerce website success 
 
a) Strongly agree 
b) Agree 
c) Undecided 
d) Disagree 
e) Strongly disagree 
 
2.  Rate each feature on a scale of 1 to 5, where 5 being the most desirable and 1 
being the least. A strong yes answer to a question below would rate a 4 or5. A 
strong no would rate a 1 or 2. Then figure a rating for each section by taking the 
average value of your answers.  
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Rating  Criteria  
 Keeping high daily reach  
 A large number of unique users 
 A large number of visitors 
 
 
Factor 2: Performance and Usability 
 
1. Do you agree that Performance and Usability is a critical factor that can 
determine e-Commerce website success? 
 
a) Strongly agree 
b) Agree 
c) Undecided 
d) Disagree 
e) Strongly disagree 
 
 
2. Rate each feature on a scale of 1 to 5, where 5 being the most desirable and 1 
being the least. A strong yes answer to a question below would rate a 4 or5. A 
strong no would rate a 1 or 2. Then figure a rating for each section by taking the 
average value of your answers.  
 
 
Rating  Criteria  
 Speed of the site load with a standard dial-up modem  
 Website consistence for the leading browsers   
 The home page well-organized and easy to read and 
understand  
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 Logical and clear navigation choices with consistence and 
availability    
 Ease of a search box  
 Functionality   
 Error messages resolution   
 Graphic files capacity, speedy download time   
 
 
Factor 3: Web design  
 
2. Do you agree that Web design is a critical factor that can determine e-Commerce 
website success? 
 
a) Strongly agree 
b) Agree 
c) Undecided 
d) Disagree 
e) Strongly disagree 
 
2. Rate each feature on a scale of 1 to 5, where 5 being the most desirable and 1 
being the least. A strong yes answer to a question below would rate a 4 or5. A 
strong no would rate a 1 or 2. Then figure a rating for each section by taking the 
average value of your answers.  
 
 
Rating  Criteria  
 Usage and distracting of animated gifts and ticker tapes  
 A balance between design and functionality  
 The pages fitness for scrolling entire page   
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 Simple and logical Web layout  
 Usage of colors  
 Expression of company image  
 Ease of product categories to understand 
 Ease and clearness of the typefaces and font sizes 
 Ease to find checkout button 
 Shopping cart location 
 
Factor 4: Content 
 
1. Do you agree that Web Content is a critical factor that can determine e-Commerce 
website success? 
 
a) Strongly agree 
b) Agree 
c) Undecided 
d) Disagree 
e) Strongly disagree 
 
2. Rate each feature on a scale of 1 to 5, where 5 being the most desirable and 1 being 
the least. A strong yes answer to a question below would rate a 4 or5. A strong no 
would rate a 1 or 2. Then figure a rating for each section by taking the average 
value of your answers.  
 
 
Rating  Criteria  
 Quality information  
 Good services 
 Understanding of language 
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 Logical catalog information organized   
 
Factor 5: Security and Privacy 
 
1. Do you agree that Security and Privacy is a critical factor that can determine 
e-Commerce website success? 
 
a) Strongly agree 
b) Agree 
c) Undecided 
d) Disagree 
e) Strongly disagree 
 
 
 
 
 
 
2. Rate each feature on a scale of 1 to 5, where being the most desirable and 1 being 
the least. A strong yes answer to a question below would rate a 4 or5. A strong no 
would rate a 1 or 2. Then figure a rating for each section by taking the average 
value of your answers.  
 
 
Rating  Criteria  
 Escrow service 
 Personal information privacy 
 Secure server 
 Secure payment mechanism  
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 Antivirus software 
 Firewall 
 Authentication 
 
Factor 6: Transaction 
 
1. Do you agree that Transaction is a critical factor that can determine e-Commerce 
website success? 
 
a) Strongly agree 
b) Agree 
c) Undecided 
d) Disagree 
e) Strongly disagree 
 
2. Rate each feature on a scale of 1 to 5, where 5 being the most desirable and 1 
being the least. A strong yes answer to a question below would rate a 4 or5. A 
strong no would rate a 1 or 2. Then figure a rating for each section by taking the 
average value of your answers.  
 
 
 
 
 
 
 
Factor 7: Shopping Process 
 
1. Do you agree that shopping process is a critical factor that can determine 
Rating  Criteria  
 The site support of secure credit card transaction   
 Different payment methods 
 Create the rule and policy for sellers and buyers 
 Trade volume 
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e-Commerce website success? 
 
a) Strongly agree 
b) Agree 
c) Undecided 
d) Disagree 
e) Strongly disagree 
 
Rate each feature on a scale of 1 to 5, where 5 being the most desirable and 1 being 
the least. A strong yes answer to a question below would rate a 4 or5. A strong no 
would rate a 1 or 2. Then figure a rating for each section by taking the average value 
of your answers.  
 
Rating  Criteria  
 Ease of the shopping cart   
 Ease of deletion and addition for items from the shopping cart   
 Ease to viewing the contents from the shopping cart   
 An obvious click path to the cash register  
 Product inventory and availability information   
 Customer rating/record system 
 
Factor 8: Technical support  
 
1. Do you agree that Technical support is a critical factor that can determine 
e-Commerce website success? 
 
a) Strongly agree 
b) Agree 
c) Undecided 
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d) Disagree 
e) Strongly disagree 
 
Rate each feature on a scale of 1 to 5, where 5 being the most desirable and 1 being 
the least. A strong yes answer to a question below would rate a 4 or5. A strong no 
would rate a 1 or 2. Then figure a rating for each section by taking the average value 
of your answers.  
 
 
Rating  Criteria  
 Availability of site map   
 Customer online help 
 Discuss board  
 User guide 
 FAQ 
 Contact detail 
 
 
 
Part D: Extra Question 
 
What are the main reasons for you not to visit or make a purchase from an 
eCommerce Website? (You can choose multiple answers) 
Poor site popularity 
Poor performance and usability 
Low level security and privacy 
Poor website design and content 
Bad transaction  
Less shopping experience 
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Lack of technical support 
 
If not listed, please specify _________________ 
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